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Free copy for 
all agents 


The April, 1954, edition of 
Advertisers’ Aid is now available. 
A complimentary copy has been 
sent by the Newspaper Society to 
all recognised advertising agents 


and to nearly 1,000 national 
advertisers. 

A new feature is an index 
listing all provincial, morning, 


evening, and Sunday newspapers 

This edition shows advertising 
rates operative on April 1, 1954, 
and certified net sales figures for 
the second half of 1953. The 
statistical section has been ex- 
tended by the inclusion of the 
Registrar-General's estimates of 
county populations at mid-1952. 

Extra copies may be obtained 
from the Society at the published 
price of 21s. (10s. 6d. to bona 
fide students of advertising) 

Advertisers’ Aid is planned by 
a Newspaper Society sub-com- 
mittee under the direction of 
Ernest Lumsdon, vice-chairman 
of the Society's advertising com- 
mittee. It is edited by R. W. 
Grundy, information officer of 
the Society, and printed by the 
Torquay Times and Devonshire 
Press. 


Camera’s part in 


sales promotion 


A booklet Photography in 
Industry published by _ the 
Federation of British Industries 
describes the part played by 
photography in industrial public 
relations, sales promotion and 
internal relations. 

An introductory note states 
that in the increasingly competi- 
tive conditions of to-day, British 
industry needs to make use of 
any aid to publicise more widely 
its enterprise and resources. 

“The camera in experienced 
hands,” it points out, “can bring 
industry's products to the notice 
of the world.” 


FINE QUALITY SILK SCREEN 


To The Editor... 


Agency recognition 


Calling all the 
‘small fry’ 


Sin,—-I could not agree more 
with “Reject” (April 1) having 
myself suffered similar treatment. 

I feel that the answer is to be 
found from within. The present 
system is only able to operate 
because of the lack of unity 
amongst the smaller advertising 
agencies. [| feel that if we 
“small fry” were to unite for the 
purposes of space booking we, 
too, would be granted the facili- 
ties given to the major agencies. 

I would welcome others faced 
with the same problem to con- 
tact me. If a sufficient interest 
is taken I, for one, will expend 
time and energy in an attempt 
to remedy this unjust situation, 

Maurice Powett! 


Principal, 
The M.Y. Advertising & 
Publishing Co. 


THIS WEEK 


Prosperity in the Provinces, 
by Wilton Evan—page 124 


NEXT WEEK 
Survey of the Belgian market 


Luxury cruise on a 


London bus 


Sm,—-We know how the stan- 
dard of living hag risen in recent 
years. One has only to look at 
the rapid expansion in sales of 
such things as television sets, 
washing machines and refrigera- 
tors. But I didn’t quite realise 
how much money there was 
about until I saw an advertise- 
ment for Mediterranean cruises 


by a large shipping firm-——on the 
side of a London bus! 
This advertisement was cer- 


tainly appealing to the masses, 
and I wonder what the reaction 
is as the buses trundle through, 
let's say, Aldgate, Pimlico and 
Stepney Green 

It would be interesting to know 
the “pull” of this particular 
advertisement, 


Hornsey, N.8. GERALD GREEN. 


Stripped to the 
buff 


Sir,—I notice that advertising's 
struggles for “professionalism” 
have not yet extended to the 
London lassified Telephone 
Directory where the Advertising 
Association still appears under 


Irade Associations, as opposed 
to Professional Associations! 

PF. J. JOSLING. 
37 Park St., W.1. 


The message with 


a punch 


Sin,—I see that the British 
Transport Commission, in its 
wisdom, has banned a road safety 
poster issued by a temperance 
society on the grounds that its 
contents were “controversial.” 
At the same time one hears that 
a great many local authorities are 


rejecting road safety posters 
which in their opinion § are 
“gruesome.” One recalls also 
the outcry about the “Black 
Widow” poster 

It appears that as soon as any- 
body produces a road safety 
poster sufficiently vital to jolt 


people out of their complacency 
or inertia, a lot of soft-hearted 
or soft-headed people discover 
that their feelings have been 
lacerated. What do they think 
death on the roads is, anyway? 
Something to be soothing about? 

MILDRED FOWLER. 
Penzance. 


Send explanation 


with coupons 


Sirn,—At last we have a sane 
and well balanced answer to the 
critics of gift offers 

Lord Leverhulme’s address to 
the Widnes Chamber of Com- 
merce, which ADVERTISER'S 
Weekty did well to publish last 
week, underlined the value of 
this form of advertising with 
concrete facts—facts which, it is 
obvious, are not fully realised 
by many people in advertising, 
let alone the housewife at the 
wash tub 

I suggest that last week's 
article should be reproduced in 
leaflet form and distributed with 
the next batch of coupons to 
come from Lever Bros. 
Plymouth PeTerR JOHNS 


Egging them on 


Sir,—-What has happened to the 
advertising for Easter eges this year? 
Surely chocolate manufacturers are 
not content to distribute an average 
supply and leave it at that. I can 
not recollect one advertisement in 
the press, and display material in 
confectioners’ shops is conspicuous 
by its absence. | am convinced that 
it i§ worth while to advertise a 
speciality line just as much as the 
“all-the-year-round” commodity. 
Coventry Jean SULLIVAN 


a 
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especial 


interest... 


(see page 131) 


Stand showed 
firm’s progress 


Planned to show the progress 
of the company as well as the 
components it produces, the 
stand of the Plessey Co., Ltd., 
Ilford, was a feature at the Radio 
& Electronic Component Manu- 
facturers’ Federation Exhibition 


at Grosvenor House last week 
Plessey’s advertising agents, 
Roles & Parker Ltd., who 


designed the stand, decided to 
use large panel screens 

On one was mounted com 
ponents representing a_ typical 
year’s development for the com- 
mercial market as well as a 
specialised range of components 
developed for the Services. At 
the side was a range of loud- 
speakers. The second panel dis- 
played a large variety of standard 
products in the form of illustrated 
three-dimensional block diagrams 
of television receivers. The third 
panel screen made use of ultra- 
violet light by which components 


treated with Day-Glo paint 
glowed against a matt black 
background. 

The stand of Plessey Inter- 


national Ltd., the overseas sales 
organisation of the Plessey Com- 
pany, displayed 15 discs, each 
bearing a photograph of some 
architectural or geographical 
feature such as the Taj Mahal, 
Eiffel Tower, or Leaning Tower 
of Pisa. The discs rotated in 
sequence mechanically. 


. r T 
Inexpensive TY 
That commercial _ television 
need not cost very much is 
suggested by an expense sheet for 
five-minute programmes sent to 
Overseas Rediffusion by their 
Canadian associates 
Three of the programmes cost 
$121.50 gross each and the 
fourth, $157.50. In each case, 
production costs accounted for 
half of the total. 
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sites offered are 
virtually semi-solus, 
for the leader page 
carries no advertising 
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one person in three 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
reads the 

For, with an average net sale of 5,373,027, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
adult member of the family on the best 

s ar n d a y P i c t ° r i a ! advertising day of the week — the day thay have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 
Sunday Pictorial is exceedingly economical too. 

ever y wee 4 Compared with 1939 its square inch per 


thousand rate has increased much less than 


that of any other Sunday newspaper. 
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WE WOULD TAKE ‘TEMPERANCE IS BEST’ SLOGAN, TOO, SAYS BREBNER 


Controversial posters: ‘Trans 
Commission’s attitude defined 


C ONTROVERSY over the decision of the British Trans- 

port Commission not to permit an anti-drink road safety 
poster to be displayed on New Street Station, Birmingham, 
has prompted J. H. Brebner, chief public relations and 
publicity officer, to define the British Transport Commission’s 


attitude on posters. 

In a letter to the secretary 
of Birmingham Temperance 
Society, Mr. Brebner states: 

“The British Transport Com- 
mission is only too willing and 
anxious to afford you and your 
Society, and any other temper- 
ance society, with equal fairness, 
all facilities comparable with 
those it gives any other adver- 
tiser whatsoever. 

“We try to avoid controversy. 
I understand from the press that 
the poster which was covered 
out on British Transport hoard- 
ings had already been turned 
down by the Birmingham 
Accident Prevention Council as 
too gruesome It is further 
described in the press as ‘having 
caused distaste among members 
of Accident Prevention Councils 
throughout the country.’ 

“It appeared on our hoardings 
in Birmingham only because 
certain new staf} were unfamiliar 
with our procedure for checking 
posters.” 


Banned slogans 


Mr. Brebner recalls that the 
Commission were unwilling to 
display these slogans: 

You cannot drown your 
troubles in drink—they swim. 

Don't drink until your doctor 
says stop--maybe it won't then 
matter whether you do or not. 

Te motorists—alcohol _ pro- 
duces progressive paralysis of 
judgment and this begins with 
the first glass 

He adds: “The decision to 
turn down these slogans is not 
that of the Commission acting 
alone. A specific recommendation 
against their display was circu- 
lated by the London Poster Ad- 
vertising Association, which is 
associated with the British 
Poster Advertising Association, 
the combined membership being 


FOOD MINISTER 
port —witt appress 
AA CONFERENCE 


Major the Rt. Hon, Gwilym 
Lloyd George, the Minister 
of Food, will be one of the 
speakers at the Advertising 
Association’s 2Ist Confer- 
ence at Bournemouth. 

He will address delegates 
during the session devoted 
to “Advertising in relation 
to the modern economy” on 
the afternoon of Friday, 
May 7. 


a \b WAIT, 


TV POLL 
RESULT 


——— -_—- —- 


representative of the billposting 
industry throughout the country. 

“In refusing to display the 
slogans the Commission is con- 
forming, as it has undertaken to 


\ 


ry re nr ere 
\ 


do in such matters, with these 
recommendations. 

“While the Commission's sites 
are available to any advertiser it 
is expected that the use made of 
them will conform with the 
general guiding principles of 
commercial advertising to which 
all creative advertisers, their 
agents, the press, the outdoor 
industry and the proprietors of 
various other media all subscribe 
Prominent among these is the 
understanding that an individual 
advertiser will avoid producing 
what is known as ‘knocking 
copy’ and that, should it be in- 
advertently produced, the media 
proprietor will avoid displaying 
it.” 


Rejecting the charge that parti- 
ality is shown to brewers, Mr. 
Brebner says: “We will gladly 
place at your disposal as many 
spaces as we have available to 
allow you to display the words 
‘Temperance is Best.’” 


Results of the Advertising 
Association's poll on commercial 
TV were announced on Tuesday 

Answers to the question “Are 
you in favour of commercial! 
television as provided for in the 
Television Bill?” were: 


es - - ~- 49 per cent 
No - ~- «- 43 per cent 
Don't Know 8 per cent 


@ See Stop Press 


500 REGISTERED 

He will be speaking instead of 
E. R. Lewis, managing 
director of Decca Lid., who 
has been detained in South 
Africa on business. 

Just under 500 delegates have 
registered for the Advertis- 
ing Association Conference 
within 10 days of the issue 
of the forms. 


Members 


generally.” 


LONDON CLUB UNANIMOUS 


London on Monday endorsed unanimously 
and “with acclamation” the recommendation 


that Andrew Milne should receive the 
Publicity Club of London Cup The 
citation referred to Mr. Milne’s “over 40 


years’ consistent and wholehearted work for 
advertising, with particular reference to the 
club movement and organised advertising 


of the Publicity Club of 


PUBLIC. 


—Now 250,000 


NATIONAL ADVERTISERS USE 
THE NALGO MAGAZINE 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 
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‘Umbrella plan’ for BIF in the future ? 


SECTION EXHIBITIONS COULD SECURE 
WORLD PUBLICITY AND PRESTIGE 


The British Industries Fair 
of the future will be very 
different from the present. 
The London Section may be 
transformed and may not be 
held in Earls Court and 
Olympia. 

Forecasting far-reaching 
changes, in an article “The New 
Management of the B.LF.” in a 
supplement to the Board of 
Trade Journal, Sir Ernest W 
Goodale, who has been pro- 
minently associated with the 
Fair for many years, contends 
that the continuity, freedom, and 
flexibility of management on 
which the success of an annual 
fair depends, are impossible or 
difficult under Civil Service 
management because of the nor- 
mal methods of staff promotion 
and of administration necessi- 
tated by the rules of public 
accountability. 

The new régime, a company 
formed under the Companies 
Act, will have a board of direc- 
tors of not more than seven in 
number, comprising a prominent 
industrialist as chairman, four 
independent members, a_repre- 
sentative of the Birmingham 
Chamber of Commerce, and a 
Government nominee 

“New industries may come in 
and be fully representative, i 
writes Sir Ernest, “groups of in- 
dustries may come in on a three 
or five year cycle; new sections 
may develop on Tyneside or on 
the Clyde (there was a Glasgow 
section at one time); and exist- 
ing independent industrial exhi- 
bitions may decide to come in 
under the general umbrella, be 
affiliated to the parent Fair and 
enjoy the benefits of the world- 
wide publicity which is en- 
visaged for the Fair.” 

Mr. Peter Thorneycroft, ro 
sident of the Board of Trade, 
an introductory message to the 
supplement, says that the forth- 
coming transfer of responsibility 
for the Fair from a Government 
Department to a company repre- 
senting private enterprise should 
be viewed in the light of the 
Government's policy of restor- 
ing individual initiative to a key 
place in the economic system and 
giving back flexibility to in- 
dustry 


CAUSE FOR 
PRIDE 


Criticism of the B.LF. 
based on the claim that only 
1,930 stands have been 
booked, as against 3,410 in 
1948, has met with the fol- 
lowing reply from a spokes- 
man of the Fair:— 

“1948 was a peak year, 
when there was the same 
great demand for space as for 
everything else. The B.LF. 
is now about the same size 
as its immediate pre-war 
average. 

“The B.LF. is a tree from 
which established trade fairs 
have sprung—a very fruitful 
tree, when you consider that 
that was its main objective 
when the Fair was first held 
in 1915. To-day there are 
some 70 trade fairs and ex- 
hibitions regularly held in 
Britain, and although B.LF. 
has to compete with them in 
some measure the forthcom- 
ing Fair is 10 times the size 
of the first one. 

“It is far and away the 
greatest exhibition in Britain 
and the largest national trade 
fair in the world. A _ space- 
let of three-quarters of a 
million square feet is some 
cause for pride in this 
national event.” 


veins ein 


Designed by Display and Exhibi- 

oon Lid., this display and self- 

service unit is for use by Percival 

Marshall and Co., Ltd., in book- 
shops and stores. 


LILLE INTERNATIONAL 


Lille International Trade Fair, 
open to every type of indust 
from any country of the world, 
runs this year from May 1-16. 
It will occupy 240,000 square 
yards, of which 96,000 will be 
under cover. Some 3,500 exhibi- 
tors will be showing this year, 
and more than 1,500,000 visitors 
are expected. 

A Fair Identity Card is avail 


TRADE FAIR 


able from French consulates and 
principal travel agencies, which 
authorises the bearer to claim 
special facilities and reductions 
in transportation fares in 15 
different countries. 

Copies of ADVERTISER'S 
Weekty can be seen on the 
technical press stand in the 
Grand Palace of the exhibition. 


SHOP ON THE 
RIVER 


An artist's drawing of M.Y. 
“Thurgar’--owned by Thurgar 
Bolle Ltd. Wellingborough— 
which will be sailing up the 
Thames during the first week of 
the British Industries Fair and 
moored at Westminster until the 
end of May as a floating trade 
exhibition, displaying goods 
manufactured in this firm's six 
factories in the Midlands. Goods 
to be displayed include  sun- 
glasses, optical goods, combs and 
fancy goods, as well as plastic 
mouldings manufactured in such 
materials as nylon, terylene and 
polythene. The “Thurgar’ is a 
converted American minesweeper. 


False ad claims 


are very few 


The Board of Trade will not 
be setting up a separate section 
to deal with complaints of 
infringements of the Merchandise 
Marks Acts. 

The President of the Board, 
Mr. Peter Thorneycroft, said in 
answer to questions in the House 
of Commons, that he did not 
feel public interest was served 
by ever greater increases in the 
size of Government departments. 

He said he could not accept a 
suggestion that the facilities of 
the present department were in- 
adequate. Ten complaints had 
been received from the public 
since February 1 when the 
Act came into operation. Six 
of the cases had proved to be 
unsuitable for prosecution and 
four were still under considera- 
uuon. 

Later he said: “The very small 
number of cases in which there 
are breaches of the Merchandise 
Marks Acts must be weighed 
against the large number of cases 
in which British manufacturers 
and retailers sell good quality 
articles.” 


‘Glasgow Herald’ 
designing new 
type face 


George Outram & Co., Ltd., 
publishers of the Glasgow 
Herald, the Evening Times, and 
The Bulletin in Glasgow, are 
designing their own type face. 

The existing matrices from 
which their news pages are being 
cast have been in use since before 
1939. They are to be replaced 
by the new face, which is being 
cut by the Linotype Company 
It is hoped that it will stand up 
better to the mechanical processes 
associated with high-speed rotary 
printing and also be more read- 
able. 

It is planned to have the new 
matrices in their various sizes 
available in the next few months 

This was announced by A. M. 
MacGeorge in his speech as 
chairman to the company’s 34th 
annual general meeting. He re- 
ae good progress by the 

rm’s three papers and also 
their other Scottish publications, 
despite the difficulties of the 
growing costs of newsprint, 
labour, transport and news 
services. 


‘Liquid light’ in 
South Africa 


The “liquid light” point-of-sale 
electric signs of Hervey & Good- 
man Ltd. are being introduced 
into South Africa by a subsidiary 
firm called Hervey & Goodman 
(Africa) Ltd. 

The company are opening 
offices in Cape Town, where the 
signs will be manufactured, with 
additional showrooms and depots 
in Johannesburg, Durban, Port 
Elizabeth and Salisbury. 

The project follows a recent 
visit to South Africa of Moss 
Goodman, managing director of 
Hervey & Goodman Ltd. 
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‘Guillotine’ may be needed to speed TV Bill 


Turkeys through 
the post 


P. P. Poultry Ltd. have 
opened a direct sales depart- 
ment which will arrange to 
mail and deliver a _ 7-Itbs. 
trussed turkey, ready for the 
oven, within 48 hours of re- 
ceiving an order. 

Long-term plans are now 
complete to ensure the service 
throughout the year.  Inclu- 
sive price for each turkey is 
Ws. 


As soon as the turkey is 
killed it is plucked, then 
cooled, trussed and placed in 
a transparent airtight bag 
ready for packing and dis- 
patch—all within ai few 
hours. 

The giblets are packed 
separately, available for the 
usual stock or soup. 


How direct mail 
helps salesmen 


A number of tricky questions 
exercised a panel at the British 
Direct Mail Advertising Associa- 
tion’s tea-time session, 

One of them was, how to con- 
vince branch managers that they 
should report sales caused by a 
direct mail campaign directed 
from head office. 

In essence the panel's view 
was that, though it was almost 
impossible to get a salesman to 
admit that a sale was due to any- 
thing but his own efforts, he 
needed to be shown that it was 
in his own interest to repert sales 
caused by direct mail. 

The members of the panel 
were: H. L. Clarkson (S. H. 
Benson Ltd.), Robb Holland 
(Simmonds Postal Publicity Ltd.), 
A. W. Murrell (Remington Rand 
Ltd.), and E. J. Thompson (Time- 
Life International Ltd.). 


£1,000 damages for 
Frank Dowling 


Damages of £1,000, with costs, 
for libel in the American maga- 
zine Time were awarded in the 
Queen's Bench Division to Frank 
C. Dowling, 52, of Friars Hill 
House, Guestling, Sussex, 
managing editor of Picture Post 
from May, 1951, to July, 1952. 

Mr. Dowling complained that 
an article headed “Trouble for 
Picture Post’ implied that his 
editorship was the cause of a 
drop in circulation. He con- 
sidered the prime factors for the 
drop were price increases, against 
which he protested. 

It was stated in court that Mr. 
Dowling has been editorial 
adviser to Picture Post since 
rejoining it in February, 1953. 
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PROGRAMME CONTRACTORS UNDER 


FIRE IN SOCIALIST AMENDMENTS 


Socialist opposition to the Government's Television Bill is 
consolidating, and the “guillotine” may be imposed to get 
the Bill through its committee stage which begins after 
Easter. Well over 60 amendments have been notified. 


Twenty-seven amendments 
stand in the name of Herbert 
Morrison, deputy leader of the 
——— iberal _ leader 

ement Davies has _ tabled 
others. 

Among Mr. Morrison's 
amendments is one which seeks 
to alter the title of the Inde- 
pendent Television Authority to 
the Commercial Television 
Authority. 

A series sponsored by Mr. 
Morrison and Mr. Davies would 
abolish the proposals for pro- 
grammes by contracting com- 
panies. 

It is also sought to limit the 
duration of the Authority's life 
to eight years instead of 10, and 
to give Parliament the right to 
terminate it before then (other 
Labour members are suggesting 
a provisional life of five years). 

Amendments also aim at 
tightening the provisions dis- 
qualifying persons from mem- 
bership of the Authority who 
have any interest in advertising 
or the radio industry. 


Christopher Mayhew has a 
plan to limit the areas to be 
served by the new Television 
ae to those areas not 
covered by B.B.C. services. 

Mr. Morrison, with the su 
port of Clement Davies, will 
propose that the Authority shall 
not broadcast more than one 
programme from any one of 
their stations until they can pro- 
vide services for the whole of 
the United Kingdom, the Isle of 
Man, and the Channel Islands. 

A series of amendments sug- 
gest that the Authority should 
provide in the programmes all 
items of current news, all items 
intended for the entertainment 
or education of children under 
16, and any item showing or 
reporting a royal occasion 

Other amendments would per- 
mit the Authority to provide 
parts of programmes, in parti- 
cular of a religious character, 
concerned with matters of politi- 
cal or industrial controversy, 
or relating to current public 
policy 


The practice of taking classi 5 ~ by telephone is growing rapidly. The 


Wolverhampton “Express and Star, 


who have been taking ‘‘tele-ads"’ for 


several years, have installed a four-seater desk, each position being divided 
with plate glass which has the effect of semi-sound- proofing the voices of 


the girls using the telephones. 


The desk, which is believed to be the 


first produced in this country, was made to the paper's special design. 


Makers will advise on design for 
collapsible tubes 


The Collapsible Tube Manu- 
facturers’ Association are plan- 
ning to set up a panel of 
lecturers to instruct members of 
interested organisations in the 
design and manufacture of col- 
lapsible tubes. Special reference 
will be made to external design. 

Among the bodies who have 
been approached for their sup- 
port are the Advertising Associa- 
tion, the British Display Associa- 
tion, the Incorporated Sales 


Managers’ Association and the 
Institute of Packagin 

Announcing the - of the 
Association at a reception held 
recently, W. S. H. Betts, chair- 
man of the C.T.M.A. publicity 
committee, said that the main 
objects of the scheme were to 
stress the scope of the designer 
of collapsible tubes, and to cut 
the considerable wastage caused 
by unsuitable design being sub- 
mitted and attempted 
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TIE WEEK 


JUNE 12th-19th 


One of the stereos which is being 
made available to retailers for local 
press advertising during Tie Week 
(June 12-19). Six sizes of stereo are 
being issued together with show- 
cards, window pelmets and transfers 
There will be a window display 
competition with £500 in prises and 
a consumer contest with a Ford 
Anglia car as first prize. Agents 
for the Tie Manufacturers’ Associa 
tion are Haig-McAlister Lid 


Easter displays 
in Regent Street 


The Jaeger Co., Lid., have 
won first prize in the annual 
window display contest organised 
by the Regent Street Association 
Jaeger’s display organiser is Miss 
Crawshay Williams. She is the 
wife of Anthony Greenwood, 
M.P. 

Most of the displays will be 
retained for. the Easter period 

Dickins and Jones Lid. won 
second prize and Austin Reed 
Ltd., third, Displays by Ford 
Motor Co., Ltd., Liberty and 
Co., Lid., and the Spirella Co 
of Great Britain Ltd. were com 
mended. 

The judges were R. Dumas 
Hermes of the Parisian fashion 
house, Misha Black of the 
Design Research Unit, A. | 
Symes of Display, and TV and 
radio commentator Jeanne Heal 


‘Jewish Chronicle's’ 


northern edition 
Beginning with its April 23 
issue, a Northern edition of The 
Jewish Chronicle will be pub 
lished in London. It will be dis 
tributed north of a line extending 
westward from The Wash, run 
ning just south of Nottingham 
Areas in its range include Scot 
land and Northern Ireland. the 
poper's office in Manchester has 
reorganised. Michael 
Bladon is Northern advertise 
ment manager. 
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Exhibition 
can help 
new artists 


The value of the British Poster 
Advertising Association's Interna- 
tional Poster Exhibition in en- 
couraging artists was stressed at 
the opening of the Exhibition in 
the board room of the Man- 
chester Chamber of Commerce 

Alderman James Bleakley 
(Manchester Poster Services, 
Ltd.), who presided, said that it 
had produced a long list of very 
capable artists who, until now, 
had been unknown to the adver- 
tising profession. 

Opening the exhibition, H. E 
Pardoe, president, Manchester 
Chamber of Commerce, said that 
the striking results achieved by 
the artists would inspire and en- 
courage others It was dis- 
appointing that Lancashire artists 
were not well represented amon 
the prizewinners; perhaps loca 
talent was being “drained off” in- 
to textile designing. 

_— Holden, principal, 
Regional College of Art, Man- 
chester, said that schools of art 
had long ago abandoned the 
idea that commercial art was 
simply a naive way of making 
people buy something they did 
not want. It was a very skilled 
profession, calling for imagina- 
tion and talent, and was making 
an important contribution to 
the national life 


Window lights no 
road danger 


The Minister of Transport said 
in a written answer on Thursday 
that he had received very few 
complaints about glare from 
neon-lighting in shop-windows 

In view of the lack of evidence 
of any material danger to road 
users he would not feel justified 
in taking action on a suggestion 
that he should encourage the 
use of shields to prevent glare 
and windscreen reflection from 
such lighting. 


A cha lenge on 
‘challenging’ 


Essex County Council is in 
conflict with Wanstead and 
Woodford borough council over 
the challenge of advertisements 

The latter authority, on the 
north-eastern fringe of London, 
decided not to challenge any of 
the existing advertisements on its 
trunk roads. 

This produced a reproach from 
the County Council, which asked 
for the matter to be reconsidered, 
as its planning adviser felt that 
“with the possible exception of 
one or two cases, there was a 
very strong possibility of success- 
ful challenge on amenity 
grounds.” 

But the borough town planning 
committee has reviewed the 
matter and sees no reason for 
varying its decision 
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KEEPING THE POSTER PURE 


‘Our censorship is 


loyally obeyed’ 


By means of an article entitled 
“Keeping the poster pure—trade 
censorship that is __ loyally 
obeyed,” the 1954 edition of the 
Poster Advertising Year Book 
once again reminds people out- 
side the trade that the poster 
industry has a censorship com- 
mittee “watching the interests of 
the public and preventing the 
display of posters that might 
offend.” 

The broad principles on which 

The annual report of Franco 
Signs Lid. states that “the adver- 
tisement regulations continue to 
impose a considerable administra- 
tive burden” on the company’s 
activities. While many planning 
authorities appreciate the commer- 
cial function fulfilled by signs of all 
types, the company considers that 
t whole system of permissions 
sponses unfairly in the case of 

uminated signs. 
the committee works, it is 
stated, are that nothing should 
be exhibited that depicts murder, 
acts of violence, or scenes of 
terror, gruesomeness, obscenity, 
or nudity, or is calculated 
to. demoralise or  extenuate 


crime or incite its commission. 
Nor must anything be displayed 
that can be regarded as holding 
out for the prevention, cure, or 
relief of serious diseases that 
should rightly be under the care 
of a medical practitioner. 

Supported in its efforts by 
poster advertisers, licensing 
authorities, and the public, the 
committee, it claimed, has done 
all that any officially appointed 
censorship could have done, and 
at no cost to public funds. 

The 1954 edition of the Year 
Book, which is published by the 
British Poster Advertising Asso- 
ciation, is a 200-page book, price 
10s. (free to members and many 
advertising agents and adver- 
tisers). Contents are listed alpha- 
betically by towns (with popula- 
tions), followed by the poster 
firms and the addresses for corre- 
spondence and orders, and also 
for parcels. A preliminary article 
describes the functions of the 
B.P.A.A. Kindred associations 
are also listed. Advertisements 
from poster contractors occupy 
nearly 40 pages. 


‘Creeping control’ by planners is 
criticised at public inquiry 


A suggestion that the Minister 
of Housingand Local Government 
should protect the interests of 
industry by “refusing to permit 
the slow but creeping elimina- 
tion of all advertisement signs 
wherever they may be” has been 
made by F. Cartwright, northern 
manager of Mason-Lang Ltd. 

His plea was made when his 
company appealed against the 
refusal of Lancashire County 
Council to allow a sign in the 
square of Galgate, a_ village 
near Lancaster, on a site which 
had been used for 20 years. 

Mr. Cartwright asked why any 
authority should decide to chal- 
lenge advertisements in an area 
outside the special area of control 
just because they were similar 
to those in the special control 
area? 


Paradise 


J. L. Powell (for the County 
Council) said advertising regula- 
tions had changed since 1930 
Before the war, Galgate was con- 
sidered to be almost an adver- 
tisers’ paradise because of the 
contours of the land and the 
bends on a trunk road through 
the village. 

The County Council were 
anxious to adopt a policy of 
consistency throughout the full 
length of the road with particu- 
lar attention to those advertise- 
ments which bore no relation to 
the place where they were 
exhibited. 


This 4 #1. by 14 ft. neon sign, which 
forms the facia of the Leicester 
Square Book Stores Ltd., is by 
Raphael Tuck & Sons, Ltd., and is 
the first of its kind in the Square 
for a firm of fine art publishers. The 
three illuminated boxes, which flash 
in sequence and then simultaneously, 
are in red lettering on a white back- 
ground, with the rest of the lettering 
on the sign in red und green neon 


An eye for colour 


An electronic device fitted to 
a printing machine to tell the 
minder when there is a variation 
in colour on a run is being 
developed by Printing, Packaging 
and Allied Trades Research 
Association. 

This was stated by Dr. G. L. 
Riddell at a conference held in 
conjunction with PATRA's 
travelling exhibition at Ipswich. 


{ sean 
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‘SUPPRESSION 
BY PLANNING’ 
IS ALLEGED 


Allegations that Rotherham 
Borough Council are attempting 
to “suppress gable-end adver- 
tising, which is in strict contra- 
vention to the instructions of the 
Minister of Housing and Local 
Government and the spirit of 
the advertising regulations” have 
— made by Star Solus Sites 


This suppression was alleged 
at the hearing of appeals by the 
company and by Arthur Maiden 
(Liverpool) Ltd. against the 
council’s refusal of permission 
to use certain sites on buildings 
in the borough. One of the 
sites, said J. H. J. Medland, 
general manager of the Liver- 
pool firm, had been in use since 
1936 without complaint. 

Mr. Medland was doubtful if 
the district contained anything 
that could be called “an 
amenity,” referring to the view 
of the slag heaps and “con- 
glomeration of industrial de- 
velopment” that was the lot of 
inhabitants of Rotherham. 

“Where are we to put our 
advertisements?” asked Mr. 
Medland. “Advertising is a 
fundamental necessity in this 
country. It must be there, and 
must not be obtrusive but 
prominent.” The local council 
was definitely endeavouring to 
repress advertising on buildings, 
and it was the first time that 
he had ever encountered a situa- 
tion like that anywhere in this 
country. 

Answering a question by P 
Hemmings, who appeared for 
Star Solus Sites Ltd, a spokes- 
man of the Rotherham Borough 
Council said that the sites of 97 
advertisements, none of which 
were hoardings erected on land, 
were being challenged. 


‘The name’s the 
same’ say the 
Ministry 


The view that a_ brewers 
brand-name sign might look just 
as suitable as a public-house sign 
in a display position has been 
taken by the Ministry of Housing 
and Local Government 

The Ministry have allowed an 
appeal against the refusal of St 
Marylebone borough council to 
permit an illuminated box adver 
tising “Toby Ale” to be placed 
in the forecourt of premises at 
Abbey Road, Marylebone. 

Stating that they noted that the 
council were prepared to give 
favourable consideration to an 
illuminated box sign of the same 
type bearing the name of the 
public house, the Ministry said 
they felt a sign reading “Toby 
Ale” would not be more pre- 
judicial to the amenity of the 
locality than one bearing the 
name of the public house 
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Delegates to Saturday's meeting of the Club Development Committee in London photographed when they visited the Time-Life building 


Public speaking 
final to be in 
Nottingham 


Final in the public speaking 
contest for the Raymond Rayner 
Trophy will be held at Notting- 


ham on Saturday, May 29, it 
was announced at the meeting of 
the Club Development Com- 


mittee last Saturday. 

The Publicity Club of Notting- 
ham will be the hosts, and the 
competing teams will be Regent, 
Sheffield, and Leicester. 

Next meeting of the C.D.C 
will be held in Newcastle-upon- 
Tyne on July 10, the Publicity 
Club of Newcastle being the 
hosts. 

Delegates were entertained to 
lunch by the Publicity Club of 
London 

W. Harold Butler, club chair 
man, presided. He welcomed 
the guests, particularly the repre- 
sentatives of the two new 


organisations—-Peterborough and 
Cotswolds. 
John Wynford (Coventry) 


thanked the London Club for 
the entertainment 

After the C.D.C. quarterly 
meeting in the afternoon, dele- 
gates were entertained to cock- 
tails at the Time-Life building 


Berks and Bucks 
Fleet Street visit 


On the invitation of E. J. Robert- 
son, chairman of Express News- 
papers Ltd., a party of Reading 
and Slough members of the Berks 
and Bucks Publicity Club visited 
the Daily Express offices 


Ex-Superintendent Robert Fabian (second 


and guests o 
meeting of the club on 
the photograph (1. to r.) are 
4b 


On behalf of N.A.82.S. Norman Moore (extreme right), president of the 


Advertising Association, receives a cheque for 100 guineas from 
steward of the Publicity Club of Leeds. 


Dutson, N.A.B.S., 
and members look on. 
and whist « 


rank 


Club officials 


The ay a is the proceeds of the Spring dance 
rive held recently. 


Yorkshire Evening News” photo 


Regent 


NABS week— 


and visits 


Monday marked the opening of 
the Regent Advertising Club's 
N.A.B.S. week, which ends on 
Friday. Collection boxes are at the 
club’s headquarters at Chesterfield 
Street, although members can send 
gifts direct to D. Roger Mayes, the 
N.A.B.S. steward. 

Plans are now complete for the 
club’s visit to Spicers’ Paper Mill 
at Sawston, Cambridge, on Tues- 
day, May 4. 

Another visit arranged for Regent 
Club members is one to the Brixton 
works of Display Craft Ltd. next 
Tuesday, April 20, where they will 
see a practical demonstration of silk 
screen printing. This visit follows 
a recent lecture to the club on the 
subject by the firm's managing 
director, H. Ashford Down. 


rom right) talks with officers 


the Publicity Club of North Wales before speaking to a 
Behind the Scenes at Scotland Yard 


Also in 


J. A. Pearce, a director of McConnell's Ltd., 


Jones, managing director of McConnell & Co. (Advertising) Ltd. and 
a vice-president of the club, the Marquis of Anglesey, the club president, 


and C.E 


McConnell, chairman of the McConnell Association of Companies 


Manchester 


Who are world’s 
best talkers ? 


“Actors and journalists are among 
the best of our conversationalists,”’ 
said Norman Fisher, chief education 
officer for Manchester, and chair- 
man of the Fifty-one Society, in an 
address on “Conversation” at the 
luncheon meeting of Manchester 
Publicity Association. 

“The journalist's trade is the study 
of the human scene and this un- 
doubtedly provides the very best 
material for conversation,” he 
added 

Mr. Fisher believed that the four 
greatest conversationalists were 
Johnson, Sidney Smith, Macaulay 
and Oscar Wilde 


Norfolk and Norwich 


Use of humour 


R. E. Williams, publicity manager 
of Punch, gave a talk on “Humour 
in direct mail” to a meeting of the 
Publicity Club of Norwich and 
Norfolk 

He emphasised that the use of 
humour required care if it was not 
to be resented, but pointed out that 
it was far easier and more appro- 
priate to use humour to advertise 
humour than to advertise commo- 
dities 


Press will remain 
first line attack 
for advertising 


In an address to the Publicity 
Club of Leeds on “Advertising To- 
day and To-morrow,” Norman 
Moore, president of the Advertisin 
Association, said that whatever ad- 
vertising developments there might 
be in the future—such as com- 
mercial TV-——-he was certain the 
press would remain the first line of 
advertising attack in this country 

Like women's clothing, advertis 
ing changed its fashion very quickly, 
but maintained its basic purpose 
He emphasised the advances made 
in recent years in the aids given to 
advertisers by the skilful use of 
media and market research, 

For the future he thought that 
press advertisements would be 
possibly more editorial in form, and 
outdoor advertising would become 
more three-dimensional 

“I believe commercial television,” 
he said, “will take a definite place 
in the budget of most advertisers 
in spite of the fact that the present 
Bill restricts it to short announce 
ments between the programmes.” 


Carl Giles (of the “Daily Express’) 


(centre), who designed the front 
cover of the menu card, auto 
graphs a copy for E. W. Chamber 
lain (Mills & Rockleys Lid.) at the 


dinner and dance of the last 
Anglian Publicity Association and 
the Ipswich Theatre Club Vii 
Hughes, vice-president of the Pub 


licity Club, looks on 


Cooler to aid Fling marketing 


Idris Ltd., the soft drinks manu- 
facturers, will soon take delivery, in 
large quantities, of a new automatic 
cooler, specially designed for their 
subsidiary product, Fling. 

The machine, which will re- 
frigerate no other drink, is 
claimed to solve the problem of 
keeping stocks cold in establish- 
ments with a rapid turnover. It is 


not a self-service or coin-operated 
device, but is available, on loan, to 
canteens, clubs and restaurants Its 
capacity is 75 bottles 

Finished in white enamel it is 
claimed to be a valuable sales aid 
representing another stage in the 
campaign for Fling, sales of which 
are reported to show a steady 
increase 
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Rollason in 
Tothill Press 


changes 


George Rollason, deputy charr- 
man and apegns director of 
Tothill Press Ltd., who has been 
associated with the company for 
over 40 years, is, at his own 
request, relinquishing the office of 
managing director. He will remain 
on the rd as deputy chairman. 
B. W. C. Cooke and R. H. Gosling 
have been appointed joint managing 
directors. h have been associa- 
ted with the company for many 
years, Mr. Cooke as editorial 
director and Mr. Gosling as director 
and secretary. 


7 - * 

Cecil G. H. Swann, chairman of 
Cecil Swann Ltd., advertising 

nts, 16 Berkeley Street, London, 
Wi. has relinquished his interests 
in the company and has 
from the board. I 
Singleton, managing director of the 
company, has acquired Mr. Swann’s 
interests in the business. 


* * -_ 

L. E. M. Pascoe, a former chair- 
man, London branch, British Dis- 
play Association, has been elected 
national chairman in_ succession to 
Eric Lucking. Mr. Pascoe is chief 
instructor in display at the L.C.C. 
College for the Distributive Trades. 
T. A. S. York, chairman, south 
eastern branch, has been e 
vice-chairman. 


Scholarship in tribute 
to H. G. Clarke 


The Council of the Newspaper 
Society has decided to inaugurate 
the “Harold George Clarke” 
scholarship, as a tribute to H. G. 
Clarke. irman and managing 
director of Leamington Spa Courier 
Ltd. and associated newspaper and 
printing companies, Mr. Clarke was 
president of the Newspaper Society 
in 1937 and has served as honorary 
treasurer since 1941. He was presi- 
dent of the British Federation of 
Master Printers in 1931 and is this 
ear’s vice-chairman of the Joint 
Industrial Council of the Printing 
and Allied Trades. 
a * a. 
Henry Deschampsneufs, head of 
the overseas department of F. C. 
Pritchard Wood & Partners Ltd., is 
leaving on another extensive tour on 
Monday, April 26. In 84 weeks he 
will visit the British West Indies, 
Haiti, Venezuela, Canada and the 
United States. The objects of his 
trip will be to investigate lecal 
advertising media and the peculiari- 
ties of each market, check the sales 
arrangements in the various coun- 
tries for 14 clients, and to carry out 
special assignments. 
* * * 
Advertisement representative for 
the Croydon Times series for the 
34 years, W. J. 
appointed advertisement man- 
er by the Boy Scouts Association 
their periodicals The Scout and 
The Soomer. 


oe + 
Miss Sally Collins has left the 
Gui de Buire Recording Studios to 
join Radio Luxembourg Advertising 
a. handling press and publicity. 


retired 


Members of a special committee, 
now making plans to celebrate, 
towards the end of the year, the 
2ist birthday of the British Sales 
Promotion Association, are: J, 
Adams, 5. W. A 
Latham, D. Pulsford and K. R. 
Scrivener. 


* * a 
C. W. Elliott has been appointed 
assistant national sales manager 
A.B.C. division of Remington Rand 
Lid. New sales nager for the 
firm's midland and western regions 
is J. H. Pray. 


Harris Kamlish sails 
on visit to U.S. 


Harris K advertisement 
director, Odhams Press Ltd., sails 
to-morrow (Thursday) for America 
on the “Queen Elizabeth.” He is 
expected to return towards the end 
of May. 

* 


* * 

George Macdonald, assistant ad- 
vertisement manager of the Hull 
Daily Mail, has been elected to the 
council of the Hull Junior Chamber 
of Commerce and Shipping. He is 
chairman of the Chamber's trans- 
port committee. 

* * * 

Frank Page, of Colorgra 
Studios, is home after two mont 
in the United States, where he has 

nm working in Hollywood in the 
Paul Hesse Studios, in connection 
with the latest developments in third 
dimension photography as applied 
to publicity. 

* * * 

The wife of Jim Gledhill, 
duction manager of Nevin D. sfirse 
(Advertising) Ltd., has presented 
him with a daughter, Ann. 


. * * 

A. Campbell Gifford, who left 
London in July, 1952, to take up 
an appointment as senior account 
executive with Johnson Advertising 
(Pty.) Ltd., Johannesburg, has now 
joined Intam South Africa (Pty.) 
Lid. in Johannesburg, as general 
manager. 

- * 

Ralph H tz, general manager 
and editor-in-chief of South African 
Publishers (Pty.), Ltd., will be visit- 
ing Great Britain on a business tour 
from April 28-May 8. 


The official opening of Klinger Aoutmteing © ompany’s new stocking 
aurice Bene, the 


factory at Margate last Thursday was by Sir 


ceoresery to the Board o 


officer for Margate, T. M 
Gilbert, 


Five hundred guests attended a cocktail party at Stanho 
to celebrate the third birthday of Artist Partners Lid. 


. Donovan 
A. 8. Knight, T. 


Gate last week 
anaging director 
Betts. 


(centre) chats with art ‘x i. tor) 4, 
Phipps . Giles. 


and E, 


Philip Thompson has joined the 
Machinery Lloyd organisation and 
will represent both the overseas and 
European editions of this journal in 
Staffordshire, Shropshire, Hereford- 
shire, Birmingham, tiie 
Country and South Wales. 

. * 


Michael Lunt has joined the copy- 
writing staff of Sun Advertising 
Ltd., Dublin. 


Will advise on 
Highway Code 


Fleetwood C. Pritchard, chair- 
man and managing director, 
F. C. Pritchard, Wood & Part- 
ners, is to act as honorary con- 
sultant to the Ministry of Trans- 
port and Civil Aviation for 
the design and ~_ = of the 
new Highway Code publication. 

A Parllementary question 
revealed this last week when Mr. 
A. H. E. Molson, Parliamentary 
Secretary, stated that Mr. 
Pritchard would be working 
closely with the Central Office 
of Information. 

In the last war Mr. Pritchard 
was director of public relations 
at the Ministry of War Trans- 
port for which he continued to 
act as honorary adviser in road 
safety publicity until the Report 
of the Committee on Road 
seeey was completed in May, 


The engagement has 
nounced tween Brenda Garton, 
formerly service executive with 
Gordon & Gotch Advertising Ltd., 
and account executive with Lintas 
Ltd., Durban, and Guy Gadsdon, a 
director of H. Gadsdon & Sons 
Ltd., hardware factors. 


been an- 


second 


Trade, and the Mayor of Margate, Ald. H. V. 
ard. Above picture shows (|. to r.) George E. M 


Johnson, publicity 


Watson, of Murray-W atson Lid., T. A. 


m ing director of the Klinger Manufacturing Co., G. P. 
advertising manager of Klinger Co., A. B. Savage, publicity 


officer to the Board of Trade. 


Special 
of West Bromwich, was used for a pair of nylons 


packaging by George Salter Ltd., 


uried in the grounds 


in a lead-lined casket as a surprise for posterity. 


Geraldine Hill has joined Patrick 
Dolan & Associates as an account 
executive. She will work on the 
Associated Bulb Growers of Holland 
account and others. She was 
pe my a correspondent in the 

don bureau of Newsweek. 
* . * 

J. H. Hughes has retired from the 
board of Barretts Manufacturers & 
Contractors Ltd., exhibition stand 
fitters. 

_ * * 

Parsons Fletcher & Co., Ltd., 
have appointed Leslie Frost as out- 
side representative in the London 
area for their letterpress, litho, silk 
screen and tin printing inks. Mr. 
Frost previously represented C. F 
Moore. 


OBITUARY 
Leslie Harwood 


The death has occurred of Leslic 
Harwood, a former director of Lon- 
don Press Exchange. He was 70. 

Mr. Harwood went to London 
Press Exchange when the agency 
acquired the St. James's Advertising 
and Publishing Co. in 1924, follow- 
ing which he was appointed a 
director. He remained a director 
of St. James's and an active director 
of L.P.E. until he retired in 1947 


Memorial services 


P. H. Thomson 


Representatives of the Institute of 
Incorporated Practitioners in Adver- 
tising and the Advertising Associa- 
tion attended a memorial service to 
Percival Hamilton Thomson, chair- 
man and founder of Service Adver- 
tising Co., Ltd., at - &—~ 
Sloane Street, London. service 
was conducted by the Rev. A. B. 
Carver. The lesson was read by 
Mr. Thomson's son-in-law, Richard 
Kirby-Welch. 

Relatives present included Mrs. 
Thomson (widow) and Mrs. Richard 
Kirby-Welch (daughter). 

ers present included repre- 
sentatives of the i 
with which Mr. 
associated in business; his friends 
in the newspaper and ~ 
world; his  fellow-members 
the Devonshire Club, and the 
directors and staff of Service 
Advertising Company. 


H. F. Crowther 


Leading figures in both the press 
and agency ficld were present at 
a memorial service at St. Dunstan- 
in-the-West on Thursday for 
Herbert Furnival Crowther, director 
of Rumble, Crowther and Nicholas 
Ltd. The service was conducted by 
Prebendary A. J. Macdonald, rural 
dean of the City. 
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"gamle Market 


peel by phn Adverticing 


very week of the year an average of 
25.000,000 tickets are sold in the cinemas 
of England, Scotland and Wales—51 admissions 
for every 100 of the population. 
Here is a market you cannot afford to overlook. 
The key to it is in your grasp — through the 
medium of screen advertising. 
How can screen advertising best be used? What are 


its advantages ? How can it be integrated with 
other media? To answer these and other questions, 
Pearl and Dean have produced two broadsheets 
which you will find helpful; one deals with cinema- 
coverage in relation to density of population; 
the other with design and production in sereen 
advertising. Let us know which one interests you 


and we shall be happy to send you a copy. 


PEARL & DEAN LID 


Screen 


33, DOVER STREET, LONDON, 


MAYfair 7494 


Telephone : 


PEARL & DEAN (PRODUCTIONS) LIMITED 


rs 


From Board of Trade returns. 


Includes one million children 


Advertising 


wi 


PEARL & DEAN (OVERSEAS) LIMITED 


Saturday matinees. 
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COMMENT 


NO BEVANISM 
THIS TIME! 


The 21st anniversary Conference 
of the Advertising Association 
promises to be a great success. 

In the early days of planning the 
event, George Simon, chair- 
man of the organising com- 
mittee, ordered more gilt on 
the gingerbread. 

Now the business sessions and 
an impressive list of speakers 
give the programme balance. 

The speakers are well known— 
in some cases famous. Their 
subjects are thought-provok- 
ing. The third element essen- 
tial to success is that they 
should all be properly briefed. 

In the past some eminent 
speakers have dealt with the 
problems of production rather 
than the economics of distribu- 
tion. 

There is no Bevan this time. In 
fact, Bournemouth should see 
an intelligent presentation by 
business men of the value of 
advertising to the national 
economy. 


Still no voice 


After many months of delay the 
Advertising Association is still 
interviewing applicants for 
the position of information 
officer. The appointment 
should be made forthwith. 

Whoever gets the job of con- 
ducting public relations for ad- 
vertising is going to be busy, 
and the sooner he gets down 
to the task the better, 

He could have been well em- 
ployed answering the danger- 
ously misleading statements of 
Henry Usborne, the Member 
of Parliament who heads a 
firm which makes and sells 
£500,000 worth of goods a year 
and yet does not believe in 
advertising. 

In the words of John Gordon, in 
the “Sunday Express,” Mr. 
Usborne regards advertising as 
“one of the deadly sins of life. 
It makes people want things. 
it is for ever turning luxuries 
into necessities and arousing 
insatiable demands.” 

Only Lord Beaverbrook’s news- 
paper and J. C. Rowe, infor- 
mation officer of Saward Baker 
& Co. hit back sharply to 
expose the fallacy of the 
Usborne argument. It is high 
time organised § advertising 
spoke up for itself. 
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THEY SPEAK FOR ADVERTISING (2) 


The arguments to use 


HE problem of the place of 

advertising in a modern 
community-——to which the 
Miles Thomas Report devoted 
so much attention—is an ex- 
tremely vital one to-day. And 
it seems to me that since last 
May the Advertising Associa- 
tion has done pitifully little 
about it. 

At heart the planners—and 
especially those economic plan- 
ners who want to do away with 
consumer choice—-recognise that 
the freedom advertising gives 
conflicts with their planning task. 

So they will argue that adver- 
tising is a useless burden on the 
economy and we have to face 
the fact that they will always 
argue in this way 

We have also to deal with 
three other important groups of 
people who argue against adver- 
tising. The first are those who 
believe that all advertising is 
vulgar. We have heard a lot 
about them in connection with 
commercial television, but we 
have to face the fact that they 
number among their adherents 
many of the most respectable 
members of the community. 

We have, therefore, to deal 
with them by means of argu- 
ments which are sufficiently 
sound to appeal to men of their 
intelligence 

A curious group seem to be 
the newspaper editors, who have 
an almost morbid horror of ad- 
vertising. 

Then there are the anti- 
monopolists, and it is surprising 


by 
H. G. ELLINGER 
(Mills & Rockleys Ltd.) 


in an address to 
the Publicity Club 
of Nottingham 


how frequently it has been sug- 
gested at our meetings that ad- 
vertising breeds monopoly. There 
is, of course, some relation be- 
tween advertising and monopoly, 
but it is not a relation of cause 
and effect, and I think we have 
to explain this accordingly. 

When we start to talk about 
advertising and about the work 
that the organisations connected 
with advertising do, we usually 
seem to start off by emphasising 
how we have cleaned up patent 
medicine advertising, or stopped 
the exhibition of indecent 
posters. 

Now in all our meetings this 
sort of question has hardly ever 
come up and I do think that 
we are wasting an awful lot of 
our efjort in spending so much 
time on it 

It is not quite good enough 
to explain that advertising en- 
ables goods to be produced more 
cheaply. There is, at the present 
time, a general antipathy to pay- 
ing the cost of distribution at 
all, and I think we have got to 
spend some effort on putting 
over the point that the cost of 
production and distribution are 


one and indivisible, and that the 
object of both production and 
distribution must be to put the 
goods in the hands of the pub- 
lic at the cheapest total costs. 

It is often better to spend more 
on distribution and less on pro- 
duction because by that means 
the total cost of the same article 
is cheaper. That is one of the 
great objects of advertising, but 
I do not think we are really 
putting it over in a way that 
stands up to the arguments of 
intelligent opponents 

Moreover, advertising cheapens 
goods on the present scale of 
production, and the present scale 
of production is an essential to 
our argument because in many 
cases if, only if, small output 
of the present quantity of goods 
were to be produced, that small 
output would probably be pro- 
duced more cheaply without ad- 
vertising. It would, however, 
mean a deterioration of the 
standards of living of the people 
because of the smaller supply of 
goods for them to buy and use. 

Advertising is not necessarily 
the only way of selling goods; 
other ways are often more expen- 
sive and sometimes very much 
more expensive. 

I think here that the adver- 
tisers themselves could do more 
to help than anybody else, be- 
cause they are the people who 
must have some idea how much 
more expensive other means of 
distributing their goods and 
maintaining a constant produc- 
tion and full employment would 
be 


To-morr. OWS: TOPICS 


® Recent 
not end the spate of new 
periodicals. More specialised 
journals are coming soon 
from several large houses. 


announcements do 


® Reports from retailers of big 
Easter sales of footwear are 
encouraging manufacturers 
to step up their advertising 
allocations. 


®In an endeavour to boost 
attendances cinemas may 
devote a part of their enter- 
tainment tax Budget “wind- 
fall” to extra advertising in 
local newspapers. 


of nine influential n 


Ay EQUALLED inKEN 


’ Associate 


hy 


record number of manu- 
"dian are now in the 
plastic rainwear field. Big 
summer campaigns are 
planned. 
® Revitalised campaigns for 
detergents, soaps and sham- 
poos will feature a new 
ingredient claimed to im- 
prove lather and washing 
effectiveness. 
® Ice-cream sales promotion 
will be stepped up by major 
firms following the an- 
nouncement that Garfield 
Weston is entering the 
market. 


* DESPITE ENTHUSIASM 
FOR THE EVENT, THE 
CLUBS’ CONFERENCE MAY 
NOT BE POSSIBLE EVERY 
YEAR OWING TO THE EX- 
PENSE TO DELEGATES. 
THE ADVERTISING ASSO- 
CIATION WILL BE PRESSED 
TO INCLUDE A_ CLUBS’ 


DAY IN THEIR CON- 
FERENCE PROGRAMMES 
INSTEAD. 


SS 


® Big developments are ex- 
pected in the cotton goods 
market in reply to. the 
challenge of synthetic fibres. 
American firms are investi- 
gating the possibilities of 
opening factories here. 


ROUND TABLE 


wspap 


"A.B.C. Weekly 


HZ371 


“SO, FLEET 87. EC4 


ae, os : =. ae bi 
rn £ ie) 7 ope org 
re 
eh SS _ —— 
‘ 
be 
ef 
ie . —— 
| po PPS SSS SSS SSS STS 
¢ watt ents ttt t ete et ees 
ey Se) 
| 
wh ~t 
ma ) 
7% A 
} 4 
Me ’ 
- 
a 
eed 4 Po 
TN oa 
oe re *, 
1% ; 
i 
j ; al i 
ee, i 
Beye ! | 
see, 
"ae 
ae . 
HLA ee 2 
Ba i, 
ed 
4 : 
‘ re Po 
% j 
i Chianti Je 
er 
Pew 
wep 
ee 5 
Ete 
a 
nea 
i, a 
| ‘ 
a — . 
ror 
Pf AY = . — . = — 
aK ob oe 5 le aS SR ED aaa JRE. | 
“% ny - ‘e 
‘mae | q : 
ad | 7 
thee 1 : 
> 2 an 
a — oe ” : - ee ee | 
ye: = ; 
ihe : 
seeps 
it, We ts 
ey or eae ae 
“an . ae — + £32 oe ca. mae 
(Oo o.. Ae ‘ag et ae oe Be aq 
ides. \ ih.) a “ag aa 7 cal 1g Se g i 


Aprit 15, 1954 115 ADVERTISER'S WEEKLY 


Every day 


ADULTS 
are listening to 
RADIO 
LUXEMBOURG 


* Figure by Social Surveys Ltd. 

for average daily audience, week 
15th-21st Feb. 1954, in Great Britain 
and Ireland 


7,450,000 men and women, intently listening to their 
chosen radio programme. A vast and loyal audience for 
your spoken message . . . responding magnificently day 
after day, week after week, as records prove. More than 
50 of Britain’s greatest national advertisers used Radio 
Luxembourg in 1953. Make 1954 your greatest year, by 
being represented in this unrivalled advertising medium. 
Send for FACTS AND FIGURES—a comprehensive 
summary of Radio Luxembourg English transmissions, 


TWO 75-WORD ‘SPOTS’— 
98,000 REQUESTS 


Figure supplied by J. Lyons & Co. 
Ltd. following sample offer of 
‘Chico’ in “GIFT BOX.” 

Agents: Service Advertising Co. Ltd. 


RADIO LUXEMBOURG ADVERTISING LTD + 38 HERTFORD STREET + LONDON + WI 


General Manager: G. Clement Cave 
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buying habits 


LE OTHER day, a company 

director said to me, “There 
seem to be very few really 
dynamic advertising campaigns 
running to-day very few 
really outstanding advertising 
successes. Why?” 

I replied: “Because, in my 
view, there are far too many ad 
vertising people . and far too 
many advertisers .. . who special- 
ise in trying to keep up with 
yesterday.” 

There are probably many 
reasons for this 

It may be that writers and 
artists .. . the group that should 
be brimming with new ideas 
have become “blinded with 
science” and, as a result, tend 
to look to the past, to play it 
safe and to lean on so-called 
proven methods 


Tend to conservatiom 


It may be that corporations as 
they grow big and established 
often tend also to become con- 
servative and to forget about the 
part that advertising ideas fresh, 
new, compelling advertising ideas 

played over the years in the 
growth of their business 

Whatever the reason, some- 
where along the line, a lot of 
us seem to have lost sight of 
the fact that the advertising 
ideas we used in the past, 
ideas which are now tired and 
threadbare and out of tune 
with the times, were once new 
and daring and strong with 
consumer impact. 

New ideas, new conceptions of 
advertising, were one of the 
forces that built our great busi- 
nesses. And to-day new ideas 
are still the lifeblood of business 
progress. They are as important 
to sales as the experimental 
laboratories are to product 
development. Without them, a 
business sets its course on the 
road to slow death 


Viewing the rear 


To the many who look for 
nothing but the proven path, it 
might be pointed out: You can 
follow the crowd, but there's not 
much cheer in always looking 
at someone's rear! 

Why is it that if you make a 
superior product, give it good 
distribution and tell people that 
it is available you have to give 
so much thought to the quality 
of your advertising? 


Because making a _ superior 
product, giving it good distribu- 
tion and announcing its availa- 
bility are not enough—and for 
this reason: when you come right 
down to it, the things that people 
buy are not products. Ideas are 
what people buy, and ideas are 
what sellers must sell. 

@ Ideas about certain brands 
of food are what fill our 
pantry shelves 
Ideas about a_ particular 
razor hlade or _ shaving 
cream are what we shave 
with. 

@ Ideas are what we eat and 
drink, what we bathe with, 
what we dress in, _ the 
cinemas we ego to, the girls 
we marry—or don't marry 

There is probably not one man 
in a thousand——whether he drives 
a Humber, a Ford, an Austin or 
what-have-you-who has ___ithe 
knowledge to have bought his 
car on the basis of mechanical 
excellence. Somewhere he ac- 
quired an idea about that car, 
and that is what he bought 

I should certainly hate to have 
to validate my choice of cigarettes 
or beer or aspirin tablets on any 
basis except that, somewhere, I 
picked up an idea about each of 
the brands I use that made me 
prefer it to its competitors 
From the little things we do and 
buy every day, to the great 
political issues we support, and 
the religions we follow, we are, 
all of us, motivated by ideas 
And this is why creating and 
promoting persuasive ideas about 
the products and services of 
British industry is so exciting 
and so important an undertaking 
for us 


Making people want 


Some years ago, one of our 
elder statesmen at McCann- 
Erickson defined the relationship 
of this idea function to adver- 
tising and selling with, I think, 
unusual simplicity and accuracy 
He said: “Advertising is the 
business of making people want 
things. You cannot sell anything 
until people want it, and you 
cannot make them want it until 
they believe it is of value to 
them in some way or another. 
All trade, in the last analysis, is 
transacted in the human mind. 
All advertising is, therefore, 
aimed in the direction of entering 
and changing people's minds.” 

That statement is part of our 
credo at McCann-Erickson. 


How advertising ideas affect the 


Ape 15 1984. 


of consumers 


By WILLIAM E. McKEACHIE, Chairman. 


One of my associates recently 
put it in a different way. “Pro- 
duct value,” he said, “exists as 
an idea in people’s minds. The 
product without the sales idea 
is only the raw material for a 
sale.” 

Is that over-stating, or over- 
simplifying the problem? I don’t 
think so. Nor do I believe it is 
an over-Sstatement, or an over- 
simplification, to say that this is 
the problem and the challenge 
and the opportunity—of every 


MeCann-Erickson Advertising Ltd. 


ally, were terrified to use them 
on the flies of their trousers 
People were completely happy 
with buttons, hooks-and-eyes, and 
snap fasteners. Why change? 

By using advertising to endow 
the zipper with the idea of 
modernity, ease, convenience, 
neatness and reliability we liter- 
ally changed people's habits 
To-day, in America, the zipper 
is the preferred fastening for 
everything from men's trousers 
to women’s corsets. 


This article is basedJupon an address given by William E. 
McKeachie to the Publicity Club of Nottingham at a luncheon meet- 
ing. He is of the opinion that so many changes have come about 
in competitive selling that there is no room for advertising people 
who are comfortably doing a fine job of keeping up with yesterday. 


= 


one of us who is responsible for 
creating advertising that will in- 
crease consumption-—and there- 
fore production—and therefore 
employment-——and therefore pros- 
perity in this country. 


The classic example 


| should like to mention just 
three examples that illustrate how 
advertising ideas can: 

® Create a new industry. 

® Change people's habits 

@Carry virtually the whole 

burden of making the sale 

Let us first take the classic 
example of rayon. For 40 years 
this product was sold as artificial 
silk and was really a Cinderella 
Only 15 million lb. a year was 
sold. Then the manufacturers 
had an idea: “Let’s give it an 
identity of its own,” they said. 
They named it “Rayon.” And, 
through advertising, they asso- 
ciated it with the idea of fashion- 
rightness and all the other things 
women wanted in a_ silk-like 
fabric 

In two years, sales rose to 
63 million Ib a year. And that 
was only the beginning. A great, 
new industry was creat all 
because a negative idea about a 
product was replaced by a 
positive idea in the minds of 
women 

Some years ago, at McCann- 
Erickson in New York, we had 
a rather exciting time changing 
a human habit. Zippers had 
been invented in the 1890s. But, 
until the 1930s, they did not sell 
very well. People thought they 
were a strange device and were 
afraid of them—afraid they 
would get out of order or catch 
in their clothing. Men, especi- 


Self-service retailing 1s a case 
where advertising plays virtually 
the whole role in making the 
sale--where all trade is indisput- 
ably transacted in the human 
mind. For the product that gets 
bought under this self-service 
system is almost always the one 
that has been associated with an 
appealing idea in the mind of 
the customer before she goes to 
the store. 

We often get discouraged. We 
begin to believe that nothing 
more can be done for the same 
old beans and shoes, and blankets 
and motors, and beers and tex- 
tiles, and cigarettes, soaps and so 
forth that adorn our clients’ 
lists. We often wail like a 
banshee about the difficulty of 
switching people from one brand 
to another 


The dark hours 


In such dark hours of creative 
frustration, let us all take 
courage from some of the per- 
fectly fantastic things advertising 
ideas have led people to do. 

Advertising ideas have made 
people go to the trouble of 
squeezing oranges and drinking 
the juice and they have made 
them eat tons of chlorophyll 
tablets to end a variety of body 
odours they never noticed before 
Here in Britain they have 

rsuaded people to spend their 

olidays on farms in order to 
have a wonderful time digging 
potatoes. They have even in- 
spired young men by _ the 
thousands to seek a career in the 
country’s vitally important coal 
mines. 

Yes, it is true . 
people's lives. 


ideas control 
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It’s a good job 
we asked NIM along! 


Catalogue, showcard, 
leaflet or packaging 
as long as its production 
involves the use of 

some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultant 

at the planning stage. 


speak to 


Telephone: CENTRAL 4211 
19 New Bridge Street - 


The BRO OK PROJECTOR 


causes a stir 


London EC4 


A Brook Projector at the Radio Exhihitior 


A brilliant, steady picture — even 40 minutes of film with either 
in daylight — with high quality automatic repeating or push 
sound reproduction hold attention. button control. It takes up a floor 


The Brook Projector shows up to space of only | square yard. 


Write or phone for details of hiring or purchasing the Brook Projector to : 


SOUND-SERVICES LIMITED 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


269 KINGSTON ROAD MERTON PARK LONDON Swi TELEPHONE: LIBERTY 4291 
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Advertising 

Air Conditioning 
Architecture 

Automobiles & Accessories 
Aviation 

Baking and Bakers’ Supplies 
Blacksmithing and Welding 
Books, Stationery 
Broadcasting 

Building, Construction & 
Materials 

Building Maintenance 
Equipment 

Business and Finance 
Carbonated Drinks and 
Brewing 

Chemistry 

China, Glass and Ceramics 
Clothing, Millinery and 
Yardage Goods 

Coal and Fuel 

Cosmetics and Perfumes 


0 9000000000 


00 ooo oO 


O 
r 
= 


Dogs & Pets 

Education 

Electrical Equipment & 
Appliances 

Engineering 

Farm Implement Trade 
Feed 

Fishing & Fish Storage 
Food Processing and Canning 
Frozen Foods 

Fur Trade 

Furniture and Furnishings 
Gas 

Grocery Trade 

Health 

Heating & Plumbing 
Hotels and Restaurants 
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CHECK THE MARKET 


YOU WANT TO SELL 
INCANADA 


0) Industrial Management 
Processing 

() Insurance 

() Ironmongery & Hardware 

() Jewellery & Optometry 

() Laundry, Dry Cleaning 

(_) Leather 

Lumbering & Woodworking 

Meats 

Medicine, Hospitals, 

Nursing etc. 

Metal Working Industry 

Milk & Milk Products 

Milling, Flour & Feed 

Mining 

Municipal 

Oil and Petroleum 

Office Equipment 

Packaging & Shipping 

Paint & Varnish 

Paper 

Photography 

Plastics 

Power and Power Plants 

Printing and Publishing 

Process & Fabrication 

Machinery 

Railways 

Refrigeration 


Retailers and Wholesalers 


000 ooooooooooooonnR OOO 


(_} Toys and Games 

C) Uniforms 

() Warehousing & Storage 
() Wireless & Television 
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The Busine is Newspapers Association is composed of over 1 0C 
trade payers and other periodicals serving all sections of 
Canadion trade and industry, manufacturing, finance and 
management. Market information, sample copies and adver 
tising rates covering the market you want to reach wil! gladly 
be sent to you without obligation. *(Your request by airmai! 


you a prompt reply in only a few days.) 


“© Business NEWSPAPERS ASSOCIATION 


OF CANADA 
137 WELLINGTON STREET WEST, TORONTO, CANADA 


of Canadian business papers at the offices of the Canadian 
tsmioner in London, Liverpool, Glasgow, Belfast 
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One of the selected 368 examples. 


This was taken from “Esquire.” 


The cream of advertising 
art in America 


HE DUST cover of the 
latest volume from the Art 
Directors Club of New York* 
states very simply what the 
reader will find inside: “Here 
are presented the 368 outstand- 
ing examples of distinguished 
and successful—-advertising 
art in almost any specific field 
you can mention.” 

Selected by committees repre- 
senting the membership of the 
Art Directors Club of New York 
from nearly 10,000 entries one 
would expect the contents to be 
stimulating. They are. “For 
inspiration and adaptability,” 


| said Design of this big reference 


| 


annual, “it has no competitor.” 
This year’s edition is almost 20 
per cent larger and carries more 
colour plates than previously. 


Essential reading 


“The inter-relationship of pic- 
tures to attitude and action is 
still basic to human conduct. 
Such pictures are recorded here,” 
writes Roy W. Tillotson, presi- 
dent of the A.D.C., and simply 
put, that is the reason why adver- 
tising men should consider this 
essential reading and looking 
and there is indeed plenty to read 
when the looking stops because 
included are pungent, specially 
written commentaries by authori- 
ties in their particular advertising 
fields 

Consider a section of Walter 
Weir's article “The copywriter 
speaks for the art director”: 

“I believe an advertisement 
is an indivisible combination 
of copy and layout—not to 
mention art and typography 
and unless it is planned that 
way from the beginning, it 
will not accomplish its end 
purpose as successfully as it 
invariably does when all its 
facets evolve together.” 

*F2nd Annual Of Advertising and Editorial 


Art of the Art Directors Club of New 
York. Puman & Sons, SOs 


Mr. Weir is vice-president of 
the Donahue & Coe agency. 
Again, here is Albert Hailparn, 
president of Einson Freeman Co., 
on the subject of the value of 
the art director in the field of 
sale display and posters: 
“He must of necessity have 
a sense of boldness, daring 
and drama. Moreover, he 
must be at heart a retail mer- 
chant with retail selling in his 
veins, 


Mine of ideas 


The contents of this gold mine 
of new ideas and techniques are 
grouped under 17 sections (maga- 
zine advertisements, newspaper 
advertisements, trade periodicals, 
etc.), but the chances are that 
British readers will give special 
attention to the last section- 
“Television commercials.” 

“This, the fourth year of tele- 
vision advertising art in the Art 
Directors Club’s annua] exhibi- 
tion,” writes Georg Olden, direc- 
tor of graphic arts C.B.S. Tele- 


vision Network, “has been a 
significant one in the industry 
itself. The coverage by the net- 


works of the presidential conven- 
tions, campaigns, election and 
inauguration, demonstrated as 
nothing else could the dynamic 
potency of TV as a medium of 
communication. 


Power of TV 


“This was the year for an even 
more astounding revelation, how- 
ever, the unprecedented ability 
of television to sell merchandise. 
There was more than one in- 
stance of this kind: in Chicago 
dealers sold completely out of a 
$70 electric fan in one month as 
the result of a single commercial. 
... A look through the television 
section of this annual .. . will 
give you 56 partial reasons for 
this type of phenomenal success 
I 
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another step forward! 
IMPORTANT ADDITION TO OUR TEAM 


RITAIN’S fastest-growing Direct Mail Agency has been further strengthened 
by the addition of one of Britain's leading Direct Mail personalities. 
Gaston Gonord—well known as the winner of numerous Direct Mail honours, 


including the international Dartnell Gold Medal—has joined our team of Sales 
Promotion Consultants. 


Mr. Gonord’s appointment enables us to offer to an even wider circle of 
clients a complete marketing and sales promotion service by Direct Mail. He will 


be operating from our recently enlarged offices and works at Peckham and can 
be reached at NEW CROSS 0331-2-3. 


Simmonds‘)20/ [fPublicity Ltd. 


82-84 F eee RYE * LONDON S.E.15 


Many of the most striking 
advertising and industrial films 
you have seen and _ heard 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


Many of the familiar illuminated 
displays and signs that catch 
your eye at the point-of-sale 
were designed by 


HERVEY & GOODMAN LTD. 
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Send for illustrated leaflet in full colours 
THE ADDRESS OF BOTH COMPANIES IS:— 
RADNOR HOUSE, 93/97 REGENT STREET, W.|!. Telephone: MAYfair 9901 
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S WE all know, 


the client's 


aunt can always be 
counted on to offer keen 
criticism of any advertisement 
placed before her; and that 
goes for his secretary, 
chaufleur, niece and third 
cousin not far enough 
removed 
Yet | sometimes feel we are 
rather ungrateful to these lay 


critics who constantly remind us 
that the response of the public 
to advertising is primarily visual, 
and that only the very best copy 
gets read, let alone believed. 
Now if an advertisement, 
and particularly a poster, can 
be made to convey its entire 
message visually, there is no 
need to impose on the public 
the strain of reading. 


Essential words 


But good posters seldom work 


: out like that. Claims must be 

+ 

: made which cannot fully be 

ae expressed in visual form; pro 
ducts have to be described in 
order to make clear precisely 


what they are, what they do and 


This 


PRINCIPAL BRANCHES 


Review of Poster Advertising 


Looking and 


reading 


By STUART LEWIS 
how they do it. The use of 
words becomes essential —and 


words which will be read 

Is there a method whereby the 
poster designer can put across his 
verbal message with the least 
possible pain to his reluctant 
readers? 

Let us first of all visit the art 
department of an advertising 
agency where a demonstration of 
How Not to Design a Poster is 
in progress. 


Where’s the copy? 


Sighing deeply, the artist lays 
down his brush and surveys his 


handiwork. It is a_ highly 
original design, unusual in treat- 
ment and colour, which nicely 


expresses the nature and spirit of 
the product. Turning to his col- 
leagues, who are duly impressed, 
he says, “Now where shall we 
put the lettering? By the way, 
where's the copy” 


“You had it last week,” says 
a copywriter : 
“Oh,” replies the artist, burrow- 
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“Dome or Steeple” job from the London Transport is well up 
to standard, 


120 


The copywriter of 
this advertisement 

he or she —-de- 
serves the highest 
commendation in 
the view of Stuart 
Lewis (‘See page 

122.) 


ing in a mountain of paper, 

‘Hope it’s not too long.” 

So, after much juggling with 
words and twisting and cutting 
of slogans, the copy is finally 
agreed upon; and mournfully the 
artist sets to 


work with tracing 
paper in a vain attempt to dis 
play the troublesome words 


effectively and in such a way as 


to do the least damage to the 
design. Needless to say, as each 
line of lettering is added the 


design suffers very severely 
Style of Lettering 


It was Kaufler, I believe, who 
once said that the style of letter- 
ing used is far less important 
than its size, weight, tone and 
colour. This is a sweeping state- 
ment because, of course, the style 
of lettering used can either bring 
a headline or slogan to life or 
kill it stone dead. Nevertheless 
Kaufler appreciated better than 
anyone the vital relationship be 
tween the words on a poster and 
the other elements of the design 

Perhaps the stiffest test of a 
good poster is this. If one 
were to remove the lettering 
altogether, would the design 
be improved or would it appear 
somehow incomplete? 


Separate Poster Style 


Certainly 


few contemporary 
posters could 


Stand up to this 
test. One reason why the excel 
lent work of London Transport 
is so highly esteemed (and the 
new “Dome or Steeple” job is 
well up to standard) ts that their 


Silane 


HIDDEN 
adds fulines 


TREASURE, 
s, confident jally 


pictorial posters carry no letter- 
ing at all The problem of 
how - many-words-and-where-to 
put-them does not arise; they are 
completely ensconced on a 
separate poster of their own. 

The current design for Pyramid 


@ Continued on page 122 


BIF 


London and Birmingham 5-14 May 
This year's BAF. poster is 
thoueht by Stuart Lewis to be an 
eflective example of a ‘lettering’ 
poster In the hold silhouette 
of a cog and the initials BIF 
in heavy square-serif, cog-like 


lettering the artist chose a simple 

and appropriate basis for ihe 

design. There is ‘skilful disposi 
tion of gay colours.” 


MANCHESTER 


112 HIGH HOLBORN. 
BIRMINGHAM 


LEEDS 


WATFORD 


McLELLAN - DIRECTOR 
SOUTH COAST 
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POSTERS 00:0 


brand name well known. For 


the brief message that makes 
sales through repetition there 
is no medium like poster 
advertising. Mills & Rockleys 
will be pleased to discuss planned 
poster advertising with you. 


The Mills & Rockleys Areo 


MILLS & ROCKLEYS LTD. 


Poster Advertising Contractors 
Administration : 2! Queens Road, Coventry 


ADVERTISER'S WEEKLY 


For sites worthy 
of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St 
Birmingham 
Phone: Central 3784-5 


| SHELDON HOUSE, QUEEN STREET, LEEDS, | 


THAIS... 
will not do 


Our 113 years’ experience as the leading 
Poster Advertising Contractors has made 
us good judges of the chances of success 
of a Poster Advertising Campaign. 

It pays us to refuse business that we feel 
is doomed to failure cither by reason of 
poor designing or « badly planned 
campaign. 

We are in business to protect potential 
advertisers from the many pitfalls which 
there are. Our records of success are high. 
Let us plan your poster advertising for you 
from the beginning. 


> Have you had a copy of “MAKING A 
POSTER”? Application on business note- 
paper will ensure a copy by return. 


Skeldons It4 


Established 1840 
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PREDOMINANT SITES IN MANCHESTER 
AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES L1p., 
27, 29, 3) Bootle Street, ate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 


Modern Poster Panels— 
Serving and Stimulating 


the Public Interest 


PADDINGTON 0166/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


- PHOTOPRINTING ~ 
ORDER YOUR 


[> ] ON GLASS 
CHRISTMAS GIFTS EARLY 


DISTINCTIVE ADVERTISING GIFTS VOR 
EXECUTIVES’ DESKS 
GLASS PAPERWEIGHTS GLASS ASHTRAYS - 
PEN HOLDERS ROCKER BLOTTERS 
CALENDARS 
Prices trom 4/- to 10/- including Purchase Tax 
NOVOLOR LTD., 


4 Carlisle Avenue, London, E.C.3 
Tel ROV AL G28 (three lines) 


DESK 
PERPETUAL 


Send for 
bastrated catalogue 


ADVERTISING MIRROR MANUFACTURERS 


STUDIO 


Phone : 
MUSEUM 
8434 


BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 


Aprit 15, 1954 


© REVIEW OF POSTER ADVERTISING -continues 


¥ 


BOGNOR REGIS 


Pucquent eatrrc tusine from Lomnte Vira 


HESE two new posters, produced by the Southern Region, British 
Railways, are striking examples of an attempt to break away 


from the conventional resort poster. 
are combined to ensure the maximum impact. 


Strong colour and clean design 
The Boenor Regis 


poster is the work of Alan Durman and that for Swanage was 
designed by Kenneth Bromfield. 


handkerchiefs is well conceived 
and beautifully handled It 
shows an engaging kangaroo 
drawn freely on a deep viridian 
green background. The name 
Pyramid is just the right size and 
is well placed; the neat slogan 
“for every pocket” appears in 
white alongside the kangaroo’s 
pouch, from which the corner of 
a white handkerchief protrudes. 

This poster is not a clumsily 
captioned picture as so many 
posters are; it is a coherent whole 
in which all the elements work 
harmoniously to gain attention 
and tell a simple selling story. 

* * * 
HE artist who designs a poster 
composed entirely of copy is 
faced with a different problem. 
He is not, of course, concerned 
with the harmonious arrangement 
of words and pictures; but in 
fact the words assume the func- 
tion of pictures and the pictorial 
quality of the poster and its 

message are inseparable. 

This year's poster for the 
British Industries Fair is a good 
example of a “lettering” poster 
which does more than merely 
announce an exhibition. By using 
the bold silhouette of a cog and 
the initials B.IL.F, in heavy square- 
serif, cog-like lettering the artist 


| chose a simple and appropriate 


basis for the design. 

His skilful disposition of 
several gay colours overlapping 
each other, in association with 
stark masses of black, has 
ensured that the poster will be 
seen, read and enjoyed, however 
momentarily, by many. 

* aK a 

AM always impressed by the 

number of corset and brassiére 
posters which congregate on 
Underground _ escalators. The 
other day, as I was being uplifted 
to the street-level of Piccadilly, I 
caught sight of the words “Small 


Bust?”. The illustration (see page 
120) showed a very presentable 
torso and only the name of the 
product, Silhouette “Hidden 
Treasure,” let the cat out of the 
bag 

Ihe copywriter, he or she, who 
thought of that name deserves 
the highest commendation for 
neat handling of a delicate 
subject. 


HE London Midland Region 

of British Railways believe 
that they have made a fresh 
approach to the pictorial maj 
technique with their new 
Llandudno poster. Reproduced 
from the original painting bh) 
artist E. W. Fenton, the chromo 
litho process was carried out by 
Jordison & Co. of Middles 

brough. 
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The neon colouring accords with 
navigational procedure. 


How to brighten 
up the ship 
EON NAME signs have 


been installed on the new 
P. & O. liner “Arcadia” by the 


Franco-British Electrical Co., 
Ltd. The signs were supplied 
and installed by the firm’s 


Glasgow branch at the request 
of John Brown & Co., Ltd. 

The signs have been fixed to 
the bulwark immediately below 
the funnel. The one on the port 
side has a double line of red 
neon tubing while that on the 
starboard side has fluorescent 
green, in accordance with navi- 
gational procedure. 


The letters are 3.5 feet high 
and are in “H” section. The 
tubing is fitted in the front 


trough of the “H” and the trans- 
formers and h.t. equipment in the 
rear. The front of the letters 
are glazed with one-quarter inch 
plate glass 


TORQUAY 


ISH WBVIERA 


A 3-D lady looks upon a 3-D 
heach in this new poster. 


7 
Presenting the 
7 * 
seaside in 3-D 
A NEW approach to poster 

presentation has been 
made by the North Eastern 
Region of British Railways 
advertising Scarborough. 

The poster did not start as an 
artist's painting or a photograph, 
but was reproduced from a three- 
dimensional model. Each indi- 
vidual item on the model was a 
separate piece of wood 

The wooden set-up of many 
hundreds of separately modelled 
picces was photographed in 
colour The result is a 3-D 


effect in 10 colours. The model 
was by Berta Studios Ltd. 


: pee 
RAVEL OY TRAN lg eee Ss be 


Left 
hy Torquay Corporation and British 
Right: This Rhyl poster for B.R 


painted by V. I 


Danvers and produc 
in 12 colours by Charles & Read 


This vista presentation of Torquay was produced co-operatively 


Railways (Western Region) 
(London Midland Region) was 
ed by the drawn litho process 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


A test campaign in the wrong 
place may be more than useless 
dangerous 
nearly as possible, an exact cross-section of the country as a 


It may be particularly 
The ideal location is one that gives you, as 


whole. An area that not only gives you every income group 
from A to E, but gives you them in the right proportions 
Bath, with its leisured, professional, agricultural and industrial 
Classes answers these requirements. But a test campaign 


must also use the right media. “ Overlapping ” should be 
avoided as this tends to falsify the conclusions. At the same 
time the whole area should be covered. The Bath 


Chronicle with its * blanket "' coverage at 9/- per $.C.1. is 

the only evening paper printed in Somerset. Its 34,000 

daily sales provides 1) copies for every house in the city in 
addition to a wide circulation in Somerset and Wiltshire. Both 
location and media in Bath combine to provide an acid test of 


a product or an advertising campaign. 
| . 
eevee AND WILTS 
-aeuitetae AND HERALD 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4, Central 2767. 
Glovers 
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est Net in Kent 


Sale 


KENTISH TIMES 


WE DO NOT CLAIM 
to cover the whole of Kent, but in the 
thickly populated North and West areas the 
“Kentish Times Series” of eight papers has 
an average weekly net sale (A.B.C.) of 


81,825 


THE LARGEST IN THE COUNTY 
and at 23/- per s/c/i is 


mm =o WELLINGTON JOURNAL 
& 
me =6SHREWSBURY NEWS 


ve ner sales 49 89Q weeny (asc) 


London Representative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
prosperous area of South- 
West Middlesex 


m™ | 42,499 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnsiow 0016-7-6 
tendon: George Jockson 
Ciitterd’s inn, £.C.4 HOL 3611 
Founder Member London Suburben 
and Home Counties Press Group 


Standard 
series 


(Nov. ABC) 


Largest in rural 
ESSEX 


a “< m — ——— _ — 
Al TYPE soures SHOWCARDS, POSTERS, 
Prive #4 cur BUS BACKS, CUT-OUTS, 
ee SCREEN PRINTED TO ORDER 
GIANT ENLARGEMENTS MODERN PUBLICITY SERVICE 
up to 80 sq. ft. in one piece 28 PRIESTS BRIDGE. 
The Autotype Co, Led., Brownlow Ad. aaa. mame sonatas 


London, W.13 EALing 269! 
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Prosperity is in the air 


for local newspapers 


N° 8) 3 ago the local 
per to float in 
eae | the ll box like a 
piece of thistledown. Now it 
falls on the mat with a gentle 
thud. It is plumper—more 
prosperous-looking altogether. 
During 1953, for example, the 
Express and Star (Wolverhamp- 
ton) Ltd. sold 1,151,378 more 
newspapers than in 1952, although 
there was one publishing day less. 
The extent to which they in- 
creased the sizes of their issues 


WILTON 


VAN 
can be judged by the fact that 


they printed 1,232 additional 
pages. 
Says Malcolm Graham, the 


chairman, in his annual report: 

“Prospects for the coming year 
are favourable. Demand for our 
advertising space continues to 
grow to such an extent that even 
by using to the full the news- 
print allocated to us we are 
unable to accommodate all the 
business offered. While no 
material improvement in the 
newsprint position either as to 
price or quantities is anticipated 
for 1954, it is hoped that sup- 
plies will become freer in 1955. 

“The decision of the Govern- 
ment not to allow newspapers to 
operate commercial TV stations, 
as is permitted in U.S.A., has 
clarified an uncertain position. 
We believe that development of 
commercial TV on the lines now 
proposed will have little or no 
effect on our " 


the outlook is 
Since June, when 
newsprint restrictions were re- 
laxed for the weeklies, the Kent 
Messenger has published issues 
of never less than 16 pages. Here 


Elsewhere 
equally bright. 


is a typical sequence: February 
26-—20 pages; March 5—20; 
March 12--20; March i918; 


March 26--20; April 2-18. | 
The Kent Messenger is running 


nearly 1,500 smalls—say four 
pages —per issue. 
* * * 


A recent issue of the Herts 
Advertiser, St. Albans, carried 
102 columns of advertising in its 
18 pages (nine 24 inch columns to 
a page). The figure was higher 


than the previous post-war record 
of 1004 columns in an 18-page 
issue last October, but the highest 
number ever carried by the paper 
was 116} columns in its 24-page 
70th birthday issue in July 1925, 
of which 124 columns were 
classified. 

The classifieds in the bumper 
issue before me totalled 34 
columns and the paper also in- 
cluded a complete motor page 
which it is intended to run 
regularly once a month. 


* * x 


ANOTHER RECORD year was 
ecene at the Ayrshire Post, 


Bryce B. Morrison, the chair- 
man, said the trading results 
showed an increase compared 
with the last year, and in the 
newspaper section results had 
been achieved which were a 
record in the history of the 
Ayrshire Post. 

The circulation of the paper 
continued to increase from month 
to month, and the demand for 
advertising space could not 
always be satisfied owing to the 
limitation of the printing equip- 
ment of the old plant. 

The company was fortunate in 
having been able, through its 
association with George Outram 
& Co., Ltd., publishers of the 
Glasgow Herald and _ allied 
papers, to purchase from them a 
modern rotary printing press on 
advantageous terms. The work 
in connection with the installation 
of this was proceeding satisfac- 
torily, and it was hoped to have 
it in operation during the next 
few months. This addition to 
the plant would permit the pro- 
duction of larger papers to 
accommodate the increased ad- 
vertising and extended editorial 
features, and this would be 
accomplished at a much higher 
speed than was now possible, 
thus reducing the cost of produc- 
tion. 


+. + * 


DurinG March the Dunferm- 
line Press announced the highest- 
ever circulation, with a weekly 
average of 21,871 copies sold. 

A further increase in sales is 
reported also Dy the Macclesfield 
Times and Courier. The certified 
net sale for March was 17,691, 
compared with 17,315 in March 
last year. 

o ” * 


INSTALLATION of an electronic 
pneumatic tube transmission 
system has been completed at the 
Warrington Guardian offices. The 
system works acoustically and 
delivers matter for printing from 
the editorial and advertising 
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offices to 
provides a 
cation 
ments 


and 
communi- 
various depart- 


the compositors 
means of 
between 


Messages and documents are 
inserted in a metal container 
fitted with a small sound device 
Various points to which the mes- 
sages can be sent are numbered 
By pressing the corresponding 
numbered button, the container 
when placed in the tube is dis- 
patched to its destination at the 
rate of 30 feet per second 

Ihroughout its journey the 
carrier gives out a distinctive note 
which is picked up by a sound 
detector at the required destin- 
ation. This causes an clectro- 
magnetic diverting system to 
guide the carrier “home.” 

Invented by an Austrian, the 
new system is to be installed at 
Prestwick Airport and elsewhere 


* ae 


JimMy Epwarps, stage and 
radio star, was invited by the 
B.B.C. to do a recorded broad- 
cast of the semi-finals and 
County Final of the Sussex 
Express and County Herald darts 
competition, at the Town Hall, 
Lewes, this week 

This annual knock-out tourna- 
ment, which is open to clubs and 
licensed houses in East Sussex, 
attracted a record number of 202 
teams 

Teams consist of seven players 
and well over 2,000 individual 
players are registered The 
tournament is divided into cight 
areas of the County and adjacent 
area winners are paired to pro 
duce the four teams for the finals 
night 

The broadcast takes place in 
the General Overseas Service of 
the B.B.C. next week in a pro 
gramme _ entitled Mid Weck 
Talk.” 


Bt iL DING 


appearing 
Western 


PAGES have 
regularly im 
Inde pendent since 
January 1953 and have received 
warm commendation in _ this 
feature for their clarity and com- 
position They still continue to 

popular—and fresh evidence 
of their pulling power comes to 
light almost every week 

One advertiser heard from Los 
Angeles the inquiry being dated 
four days after publication of the 
paper—from a man who wanted 
a house built in readiness for his 
arrival in this country 

Another builder heard, in one 
week, from Toronto, Singapore, 
Gibraltar and Pennsylvania —all 
in response to his advertisement 

\ third has had a brochure 
printed in three colours to send 
to inquirers. His postbag has 
even included responses from 
Korea 


been 


the 


* By ak 


A sovet feature page in the 
Lincolnshire Standard was 
devoted to shopping facilities in 
Emery Lane 

Partly blanked out photographs 
of assistants or principals of the 


125 


various shops were reproduced 
and readers were invited to iden 
tify them in order to win a £% Ss 
voucher 


My guess ts that the advertisers 


liked, especially, this bit in the | 


accompanying editorial 
“You will stand a much better 
chance of success if you make a 


point of shopping in Emery Lane | 
during the next few days, and 
seeing some of the principals and | 


| 


Pretty 
cut the cake 


A search has been started 
by the “Bournemouth Daily 
Echo” for a pretty girl who 
will celebrate her 21st birth- 
day during the Advertising 
Association’s 21st Conference 
at Bournemouth. 

Idea behind the search is 
that she shall cut the birthday 
cake at the Association's 21st 
birthday party and buffet 
dance which will be held on 
the evening of Saturday, | 
May 8. 

The “Echo” ran the follow- 
ing front page announce- 
ment:— 

“The ‘Echo’ is looking for 
a pretty girl. Besides beauty 
there is one other qualifica- 
tion; she must have been born 
within the boundaries of 
Bournemouth, Poole or 
Christchurch, on May 8, 1933, 
so that her birthday will co- 
incide with the 21st conference 
birthday of the Advertising 
Association, which takes place 
on Saturday, May 8. 

“At the request of = the 
Advertising Association, the 
‘Echo’ has undertaken to find 
the prettiest local girl who 
will be 21 on May 8. She 
is going to be very lucky, 
because the Advertising Asso- 
ciation is making special 
arrangements for her enter- 
tainment at the birthday party, 
at which she will cut the 21st 
birthday cake.” 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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| 
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| 
| 
! 
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assistants.” [he manner in which 
this particular feature appealed 
to the advertisers can best be 
judged by the fact that the street 
chosen contained only 16 shops 

Out of this number 14 bought 
space, not one was a _ regular 
advertiser and more than half 
had never advertised with the 
paper before 

George 8B. Rushbrook, the 
advertisement manager, deserves 
congratulations on finding such 
an agreeable way of breaking | 
new ground 

* * a 


THe 20-PpaGe issue of the 
Liverpool Daily Post which in- 
cluded a special |2-page careers | 
supplement was probably the 
largest and most comprehensive 
supplement to be published by a | 
provincial newspaper on this im- 
portant subject Advertisers, 
national and local, took display 
space totalling 810 inches 
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CANNOCK 
ADVERTISER 


Covers the whole of 
CANNOCK CHASE Porutarion 


STAFFORDSHIRE 


ges 
or s 
Al Row 


The 1,000 square miles 

covered throughout 

Beds, Herts & Bucks 
by the Home Counties 
Newspapers Group of 
eleven individual focal 
newspapers is a proved 
testing area. All test 
campaigns have shown 
that the area is one of 
the richest and most 
fruitful in the country. 


“ASS. 


ABC. NET SALES 


129,729 


Re nted in London 
by Will Kiechen Ir. Led 


Head Office: Luton 
Phone 5050 
Advert. Manager: C. W. Gilder 


Ulster’s leading farming publication 


“FARMERS? JOURNAL” 
(Official Organ of Uleter Farmers’ 


Union) 


A.B.C. figures 


july to Dec, 1953 


26,302 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 
Londen 
69 Fleet Street, E.C.4. 


“eneen OF THe 
avoir Svuatauv 
OF CRC ULaATIOne 


Tel. Central $453 


The 
Jewish 
Chronicle 


Announces the Publication of a 


Northern 
Edition 


covering 


NORTHERN ENGLAND 
SCOTLAND 
NORTHERN IRELAND 


First issue 


April 23 


Particulars from: 
LONDON —The Manager 
32, Furnival Sereet, E.C 4(Tel. HOL 9252 
MANCHESTER—The Manager, 
The Jewish Chronicle, Northern 
Assurance Bags, Albert Sq 
(Tel. BLA 1370/7567) 


b NOWCARDS 4 


A COSTERS 


TO ANY Ss 
od Fon telf "ON 
SILK SCREEN ARTS L 


97 SHIRLEY ROAD. CROYDON 
AOOISCOmMBE 8147-8 


HIGHEST GRADE 
CLEAN © SHARP 
RATT SMANSHIF 


“DAY-GLO” PRINTERS 


SPEEDY SERVICE 
5 EXPRESS 
DELIVERY 


 etetedndatatntntntntetnteae 
* DISPLAY + 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


4 
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4 
36 WORTH OO., TORK WAY, LONOON, H.) i 
* NORTH 3327-4 * ‘ 
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ADVERTISER'S WEEKLY 


Norway's second largest 
Morning Daily 
The Leading Social Democratic 


Arbeiderbladet 


With 84% of the circulation for regular 
subscribers, Arbeiderbladet is a powerful 
advertising force in Norway. A popular paper 
reaching families with high standards of living 
and general education—people who can afford 


to buy and who demand quality goods. 


Consult our new London representatives 


A. PRESS LTD. 
14, DOVER STREET, LONDON, W.1. 
MAY fair 8615 


NORWAY'S FOR 
ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian newspapers, excelling in 
circulation as well as in volume of adver- 
tisement matter. 

The signal success of the paper is amply 
demonstrated by the pre-war and _ post-war 
circulation figures: 


Ordinary Saturday 
Morning Morning Evening 
Edition Edition Edition 
1939 89,525 112,957 74,012 
1953 (First 6 146,755 167,677 124,375 
months) 
In other capitals it is frequently the case 


that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


Afienpofien 


Oslo— Norway 


Advertising representatives: Joshua B. Powers Ltd. 
14 Cockspur St., London, S.W.1. Tel.: Whitehall 3366 


EMOST 
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Effective campaigns with 


modest allocations 


Advertising campaigns can be carried out in Norway with 
surprising facility; and this market offers excellent prospects for 
a wide range of British goods, says a Special Correspondent. 


LTHOUGH Norway is a 

small nation from a 
population standpoint (about 
3,300,000), it is large geo- 
graphically. The inhabitants 
are spread over a vast area, 
but there are four com- 
paratively large cities. 

Oslo, the capital, has a popula- 
tion of close on 500,000; Bergen 
is the second largest city with 
approximately 110,000, while 


Trondheim and Stavanger are the 


NORWAY 


third and fourth largest centres 
of population with about 80,000 
each. 


Effective coverage 


Advertising in this country of 
such large distances is much 
simpler than it would appear at 
first glance because of the fact 
that the above-mentioned four 
cities are well served with news- 
papers 

These newspapers have an 
unusual readership characteristic 
when compared with newspapers 
in the United Kingdom 


Travel to Norway is both fast 
and comfortable. Scandinavian- 
type meals are served en route. 
British businessmen may find a 
trip worth while. Foreign com- 
petition is intensifying, according 
fo recent reports, but trading 
prospects are good 
S.4.S. photograph 


Even the popular, biggest 
circulation newspapers are con- 
sidered suitable for advertising 
highly priced articles as well 
as for cheaper mass produced 
products. 

This means that a_ highly 
priced motor car and_ the 
cheapest toothpaste can both 


Machinery wanted 


Imports of machinery last year 
into Norway were the biggest 
ever recorded both as to value 
and in the proportion of total 
imports. The value amounted to 
£44,600,000 and constituted 15.8 
per cent of total imports. In 
1939 machinery constituted 8.5 
per cent of total imports. 

This high rate of machinery 
imports reflects the present heavy 
investment programme. Of total 
machinery imports last year, 
electrical machinery, apparatus, 
and parts were valued at 
£13,700,000, engines £5 million, 
agricultural machinery, tractors, 
and mechanical equipment £4 
million, metal processing machi- 
nery £1,650,000, and other non- 
electrical machinery £18,900,000 

While in 1952 Great Britain 
was Norway's biggest supplier 
of machinery, Western Ger- 
many achieved first place in 

1953, supplying machinery 

to a value of altogether 

£12,700,000. Britain was second 

(£11,600,000), Sweden third 

(£8,250,000), followed by the 

United States, Denmark and 

Switzerland. 


successfully be advertised in one 
and the same medium This 
tends to make advertising in 
Norway both simple and com- 
paratively inexpensive. With a 
small allocation it is possible to 
carry out an advertising cam 
paign with effective frequency 
over a long period of time and 
provide almost complete cover 
age of the four largest centres 
of population 

The fact that the leading news 
papers in the main cities are 
such powerful advertising media 
has resulted in very bulky edi- 
tions and a comparatively large 
proportion of the pages 1s 
filled with advertisements. 

This necessitates large spaces 
in order to make advertising 
effective and it is advisable for 
British exporters to bear this 
in mind when they are planning 
their campaigns in Norway. 
Rates are reasonable and prac- 

tically all the newspapers have 


@ Continued on page 127 
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Canadian opportunity for 


business equipment makers 


HE NEXT biennial Busi- 

ness Equipment Show will 
be held at the Mount Royal 
Hotel, Montreal, from Novem- 
ber 2-4 inclusive. Stands may 
be set up on November | and 
dismantled on the fifth. 

The organisers, The Montreal 
Chapter of the National Office 
Machinery Association, have 
stated that they have 6,000 sq. ft. 
more space than on the last 
occasion, and that they are 
already expecting the exhibiting 
space to be completely filled. 
They have also said that some 
United Kingdom firms, who did 
not exhibit in 1952, have already 
shown interest. 


Useful contacts 


The U.K. Trade Commissioner 
at Montreal] has recommended 
this show as a desirable event 
for U.K..manufacturers of office 
equipment who have already 
made arrangements to sell their 
products in the Province of 
Quebec. In the past all the lead- 
ing Canadian and U.K. firms 
have made a practice of dis- 
playing their products and this 
show is said to be a first-class 


opportunity for making useful 
contacts with potential customers 


Lighting up the 
Baghdad Fair 


Exterior lighting equipment 
will be specially featured on the 
stand of the General Electric 
Co., Ltd., at the British Trade 
Fair, Baghdad, in October, 
because G.E.C. equipment, al- 
ready used for street lighting in 
the town, will also be installed 


for lighting the streets and 
avenues at the fair. 
Central theme of the com- 


pany’s stand will be “Electrical 
power,” with subsidiary exhibits 
showing everyday applications 
These will also illustrate the 
wide range of G.E.C. activities. 

Grouped round a centrepiece 
devoted to generation and dis- 


tribution will be sections cover- | 


engineering communi- 
ine and radio), lighting 
(interior and exterior), electro- 
medical equipment, ventilation, 
installation material and domestic 
equipment. 


ing ae 
cations ( 


© FOCUS ON NORWA Y -continued 


two rates for display advertising 

a higher rate for text page 
position and a much lower rate 
for display positions in the 
classified section. Many Nor- 
wegian firms make use of this 
lower rate for display advertising 
because the classified sections in 
Norwegian newspapers are con- 
sidered to have high value as 
reading matter 


Most important method 


In many cases it is more ad- 
vantageous to take larger spaces 
in the classified section than to 
pay the higher price and subse- 
quently confine oneself to 
smaller spaces on text pages 

Newspaper advertising as such 
is by far the most important 
method of advertising in Nor- 
way. There is no radio adver 
tising and television has not 
begun to operate, Poster adver- 
tising is restricted and the cinema 
is used mainly to back large cam- 
paigns. Because all Norwegian 
cinemas have fixed performances 
(usually three times a day at five, 
seven and nine o'clock), the 
viewership problem differs from 
that in Britain. 

Magazines are the only 
medium in Norway which pro- 
vides a complete national cover- 
age. Some of these have circu 
lations upwards of 250,000 —a 
remarkably high figure when set 


against the total population of 
the country. If one equates the 
Norwegian population with that 
of the United Kingdom it repre- 
sents a circulation figure of 
around five million. 

Advertising should be straight- 
forward and factual. The Nor- 
wegian wants to know all about 
the product and why it is thought 
that he would be better off if he 
had it. It is safe to assume that 
if the copy calls for the citation 
of statistics the average Norwe- 
gian will read them and with 
care, 

There are more than 200 news 
papers and on an average each 
family buys 1.5 of them daily 
This latter figure indicates the 
great significance of Norwegian 
newspapers as advertising media 
A very high percentage (80-85 
per cent) of the total circulation 
is composed of subscribers and 
copies reach the readers via 
special carriers and the post 


News by phone 


The Oslo newspaper 
posten has installed a 
Norwegian device, the Ekkofon, 
which automatically answers tele- 
phone calls from readers who 
want the latest news. The news 
is dictated on to a tape, and on 
dialling a particular number, 
callers hear the taped news read 
out, 


Aften 


new | 


ADVERTISER'S WEEKLY 


THE SOUTH-WEST IS ONE OF 
NORWAY’S RICHEST AREAS 


If you fly to Stavanger you will land at one of Europe's 
finest airports and take your pick of excellent modern 
hotels. 


For Stavanger is a great exporting city, centre of Nor- 
way’s canning industry and of a well-todo area with 
large-scale fisheries and prosperous farms. 


STAVANGER AFTENBLAD, one of the three big regional 
papers published outside Oslo, dominates the whole of 
this wealthy area. 1 is essential to every national 
advertising campaign in Norway. 


Sfavander <2. Affenblad 


BLADET FOR ROGALAND 


Net sale 31,930 daily 


Exclusive U.K. Representatives: 


Joshua B. Powers, Lid. 
14. COCKSPUR STREET. LONDON, S.W. 1. 
Tel. WHI 33 66 


$c 
Mey Sy the product involves... 
Production 
Processing 
Testing 


METALLURGIA 


Qairisw sOURNAL OF METALS 


of ferrous or 
non-ferrous 
metals 


MUST CARRY YOUR ADVERTISING MESSAGE 


—a 


THE KENNEDY PRESS LTD., 31 KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E£.C.4 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES ; LEYTONSTONE 1164/5 
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A compelling front cover has 
been given this important volume. | 


A tonic for | 


typography 


S YOUR creative imagination 

sluggish? Are you running | 
out of production ideas? Can 
you think of nothing but | 
Cheltenham Bold? You need a 
tonic Let Dr. Maximilien 
Vox prescribe 

Maximilien Vox, let it be 
known, is one of the most} 
brilliant and indeed quixotic of | 
France's graphic arts fraternity, | 
and every year he produces a} 
super volume called Caractére 
Noél. Itt has been known to a 
few cognoscenti in this country 
for some years, but for the first 
time it is available in quantity to 
the advertising profession here. 


Worth every pemmy 


Caractére Noél ‘53 costs £4 
(plus Is. &d 
worth every penny of it. Distri- 
butors in this country are Sylvan 
Press, who are already distribu- 
tors of Graphis Annual (Inter- 
national 


firm has gone a step further in 


building up a service of informa- | 


tion and material on the graphic 
arts by acquiring the rights of 
Caractere Noél, which is pub- 
lished by the French equivalent 
of the Master Printers’ Federa- 
tion here 

This new edition measures 9.5 | 
inches wide by 12.25 inches long | 
and is nearly two inches deep, 
so it can be seen that there is at 
least quantity for money, But it 
is the quality that counts. This 
volume is unlike any other pub- 
lished. It opens new typographic 
vistas and is a storehouse of new 
ideas for advertising. 


The new age 


The famous ty founder 
Charles Peignot writes a fore- 


postage), but is) 


Advertising Art). This | 


word on the new age of 
typography, which is appro- 
priately set in his foundry’s 
@ Continued on page 129 
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- Gilk Screen Materials’ 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


SILK 


SCREEN PRINTING 


Lorge or small quantities 
on any materia/ 


DURHAM 


ARC 


DVANCE 


ICITY » LTD 
RRARD 8236 


= SHOWCARDS — 
= POSTERS DISPLAYS =— _— 


ano 


_ SCREEN PRINTING — 
S x*were 
= 3-STAR SERVICE — 


— QUALITY- SPEED-LowCcost = 


149, WARDOUR STREET, LONDON.W! 


Olley & Rowley 


Limited 
*% The Big Name 


in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 


Sereen Process Printi (Technical 
The LS.P. & D.P. 
let Award. 


Norwood Buildings, Hat 


herley 
Road, Walthamstow, E.17 
Telephone LARksweed 3701 


peer a 
Award 1952-1953. 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek 


LICENSED DAY-CLO PRINTERS 


Commercial Artists) 


PHONE CITy 3946 
CAMPBELLS PRESS STUDIO LTD. 


COMMERCIAL 
PHOTOGRAPHY 


57 ST. PAULS CHURCHYARD, E.C.4 


TWOOR ART AGENCY LTD, 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, £.C.4 
WOLbern 6841 CHAncery 3506 
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IDEAS & ARTWORK 


*BUCK’ 
35, —— 
N.13. 


\PALmess Green 8846 


PHOTOGRAPHIC 
/, an expansion of the photo 
clept at Indi victiral Artists, 


give a speedy copy print 
service with quality, and an 


imawunative approach to creative, 


stl! hh and suubyer t photography 
7 MADDOX ST, W.!. 


Sl 


MAYFAIR 4316 


VERY RARE 
' photographic’ 
RETOUCHING 
a ‘natural’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 
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- Cut-out Letters 


" GRAFOREL” 


lettering 


Cut-out rehet lettering 

ready gummed, venous types from 3/16''-12"" 

LONDON IN INDUSTRIAL ART LTD 
ub: 

ORDER DEPT "5 “all ides y te wi. " 

Tel. PARK 943! 


| Animated Displays ’ 


SCREENASCOPE 


AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong Kong Works, Exhibition Grounds, 
Wembiey, Middiesex. Wembley 7733/7734 


Advertising Noveltieg 


* 

her child, 
your 
sales-booster ? 


Could be. “Gartex"’ Advertising 
Balloons float in the best buying 
circles... informing ...reminding 
selling, all their long, long life. 
“Gartex” are printed to sell 
your product. For details, write: 
Sales Office, Young and Fo 
Rubber Co., Ltd., 124 in 
Haydons Road, Wimbledon, 
% London, S.W.19. LIB. 6281-5 


oo 


= 


Advtg. Pencils 


and all types of 


Advertising Gifts 


Send us your enquiries Let us suggest gifts 


ANGLO FANCY PRODUCTS LTD 
urers, 


Manulact 
266, Beisize Road, N.W.4 
Telephone; MAI 0667°(3 lines) 


* Good solid binding 
in cloth or leather 
of books and diaries, 
’ speciality small 
+ bookbinding and 
* loose leaf, 

metal ring folders 
’ also folding, stitching 
* and gold-blocking. 


Established 1884 


40,000 sorncurura 
P H ° TOGRAPHS 
OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 
19 Chetestord Read, WOODFORD. £18 
BUCKhurst 0222 


GOLD BLOCKING 
(PENS, jonas oon oouas, Coe 


PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTO 


oOventtn HOUSE  CLYOE ST GlAsoOWw 


v ' Oven G.aAtcow 
ET os “OREN Oe 


Blocks & | 


BRASS BLOCKS & DIES 


~~ Gress blocks for Foil blocking on 
card of plastics Bronze cutters 
for cut-outs. Cutter crush dies tor 


showcards, etc. Steel dies for metal. 
NOBBS & AYCKSOURN 
14 CLERKENWELL GREEW, EC 4 
tt ove 40 year 


GE 6474 


‘THE CABLE PRESS | 


PROVIDES 
a first-class printing 
service for production 
of 
CATALOGUES | 


BROCHURES 
HOUSE JOURNALS | 


SYSTEM FORMS 
FOLDERS & LEAFLETS 


| The Cable Priating & Publishing | 
Co 


62 DOUGHTY ST., wW.C.!. HOL 7771 


Keen prices for all 
classes of Printing 
BUSHEY MEAD PRESS LTD. 


4972 Kingston Road, Raynes Park, $.W.20 
Tel: Liberty 3Ol4 


KAYEBON PRESS LIMITED 
PRINCESS HOUSE 
165 PRINCESS ST 
MANCHESTER | 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quen- 
tity at the most reasonable 
cost and with the utmost 
speed Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 


ESTABLINHED 164) 


FOR SPECIAL PACKING 


10. 
HS, SON & WATTS L 
7 erwonTh 1,L9nB0, EE? 


qebree 


mOWNer 
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revolutionary Peignot type face 
with its unusual ascenders and 
descenders. When this face was 
first introduced here in the late 
Ws it caused a storm of dis 
approval among the more ortho 
dox, but, in fact, when looked at 
In mass it is quite readable and 
pleasant 

The volume is 
four parts. The first deals with 
type designers and their work, 
and there ts some really vivid and 
interesting work shown The 
advertising designer who cared to 
use some of the ideas could 
definitely cause a sensation here 
Part two consists of a remarkable 
series of settings in various types 
in conjunction with illustrations 
to bring out the best in the face 


divided into 


These double ‘page 

are a real lesson = in 
graphy and its uses 

a Nebiolo classic face, 
opposite Roman stone inscrip 
tions, Libra, the Amsterdam 
uncial, with a Byzantine painting, 
Centaur with a line of classical 


spreads 

typo 
\ugustea, 
is shown 


Statues against a sky-line, 
Peignot with an angle shot of 
the United Nations building 
and Cochin with a period 
interior 


These are just ai few 
examples of the sensitive and 
imaginative use of type faces, 
which if emulated could give 
the printed word a new ticase 
of life in a television-struck 
world, 

The third part is devoted to 
the letter itself and many of the 
leading type foundries show off 
their work in the best possible 
surroundings. Again, somebody 
with imagination and verve 
should do something about these 
French type faces--for advertis 
ing they have the German and 
British creations beaten by a long 


way. Part four deals with the 
printing work of leading French 
firms. This shows undoubtedly 


that the French number in their 
ranks the best printers in Europe, 
if not in the world, 

This book contains much to 
admire. In itself, it is a work of 
art. But it is more than that 
In the right hands it can be a 
source Of brilliant ideas and can 
be of great service to any adver 
tising man, whether he speaks 
French or not.-*®D 


History of paper 


and printing art 


N_ exhibition showing the 
history of the printing art 
and the development of paper 
will form part of the second 
Drupa (print -—- paper) Fair to 
be held. at Dusseldorf from 
May 15-30, 
More than 700 exhibitors, in 
cluding over 100 foreign under 
takings will be represented 


Upwards of half a million visitors 
are expected 
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¢ Sign-writing 7] 


S. MOORE & CO. 
SIGNWRITERS 


Specialists in typeface lettering. Wood 
letters cut to design F D te 


35, Goodge Street, London, W.1 
Tel.: LAN 4034 


Ghibitions-Dispiayy 


COOK’S 
DISPLAY 
PRODUCTIONS 
LIMITED 


Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Outdoor Publicity 


Contractors 
Designers 
Giant Photo Reproductions 
in Colour or Black and 
White 
124 LADBROKE GROVE, W.10 
Telephone ; PARK 6652-3-4 
and at: 17 Rue Joseph-de- 


Maistre, Paris, l8e 


DURAFORM 


PAPIER *AACHE DISPLAY 
35-41 Rheidol Mews, N.!. 
CAN 1926 
WINDOW DISPLAY, EXHIBITION 
& ADVERTISING MODELS. 


Trade Designs— ial Work Executed to 
order. ad leooouee Service. 


Signs 


SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 


Pioneers of Display 


{EXHIBITION & GENERAL 
CONSTRUCTION] LTD 


Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE 4 MACAULAY 
LONDON + 5.WA  Wi4 + BS 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 1178-3469 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


J. WATSON (London) & CO. LTD. 


Display Units in Plastic 
and Metal 


BASSEIN HOUSE + BASSEIN PARK ROAD 
LONDON, W.12 + Telephone: SHE 4363 


~ Vectis Works, Church Path, Acton, W.4 


. Phone: CHISWICK 6060 J 


Continued from page 129 


Photographers 


Nii Tl 


TPP AGOL 
Lew 


A complete and highly- 
specialised service covering 
all applications of Photo- 

graphic Processes and 
Techniques to Presentation, 


Display and Ex>chibitions. 


295 
Camberwell New Road 
S.E.;. 
RODNEY s811{2 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ace pasas) LTD. 
28 Basinghall St..London, E.C.2 
METrepeliion 9836-7 


LONDON ART SERVICE 


PHOTOCRAPHIC) LTO 


Che Rewts 
dé Guana WE2 


COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists in 
Color Photography applied to 


Advertising, Point of Sale, 
Showcards, Calendars, etc 


* 
COLOR LIBRARY 


Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts 


8 BREAMS BUILDINGS 
E.C.4 


CHAncery 3416 


eee 
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Data for 
car and 
cycle trades 


Trader Handbook, 1954 A legal 
technical and buying guide for the motor 
motor-cycle and cycle trades, Trader 
Publishing Co., Lid., 12s. 6d, 


HE 1954 version of this 

handbook appears in a new 
format and is divided into six 
sections each indicated by a 
guide card with thumb index 
and printed on _ distinctive 
coloured paper. The book pro- \ 
vides over 500 pages of basic 
information for manufacturers. 


| trade suppliers and repairers of 
| motor, motor-cycle and cycle 
| goods. 


Checked and modern 


The contents have been checked 
throughout and brought up to 
date. The treatment of every 
aspect of these industries pro 
vides useful answers to the daily 
problems of buying, selling and 
servicing throughout the year. It 
will also prove helpful to firms 
overseas seeking contact with 
British suppliers. 

In the technical and general 
section (motor) will be found lists 


of vehicle manufacturers with 
vehicle specification details. This 
section also includes lists of 


suppliers of spare parts and re 
pairers, wholesalers, trade asso- 
ciations, a legal guide, an index 
of vehicle registration numbers, 
licensing authorities, traffic area 
headquarters, and the latest wage 
rates in the motor trade 

The technical and general 
section (motor-cycle and cycle) 
names three-whecler, motor-cycle 
and pedal-cycle manufacturers, 
wholesalers, a legal guide, asso- 
ciations and the latest relevant 
wage rates. 


Garage equipment 


Firms interested in the use or 
Sale of garage equipment will find 
in the transport service equip- 
ment section an up-to-date list of 
firms who specialise in the manu- 
facture or sole distribution of 

arage and workshop equipment 

= manufacturers and repairers 
Manufacturers and sole distribu- 
tors of motor, motor-cycle and 
cycle accessories and components 
are named in the buyers’ guide 
section, while approximately 
5,000 brand names attached to 
such goods are contained in the 
proprictary names section 

In the trade addresses section 
all manufacturers, concessionaires, 
distributors and wholesalers men- 
tioned in the handbook are given 
complete with postal and _ tele- 
graphic addresses, telephone 
numbers and, where possible, the 
names of the firms’ sales and 
service managers. 


iN —_ _ Ez 
eer es 130 a 

BA 

> ee Se Se = 

3 ‘ 1 Se : ) i 4 | A .' ~ =. Hipp . = 

| ee ES 

‘ Se 

; _ | 

p OT ATS IT 

By cas — ee . =H 

fc PE Exhibitions«isplay _ 

1 ” 

— a a 
x * J 

i ae | 

A v a ee | h ro 

ae a 

a ee ewe ° 

ee a 

- pe ee 

es S—————* i ee | 

fae 

oe ae _ 

ae | SAME DAY COPY SERVICE « Phone MOL 6669 | 

: — 

a es | 

‘a 

4 ; ; <a 

a —— Fe | 
Po Vv ‘a 

: F oe 

pes. a a neem” oo 

i ~ 9 

a 9 e 

we a® & 

. S| | 

. en e ~ 

a  & 

a, 

3: 

<= 

rank aie . ei isp ett eed : : : ii “ete TWO ; = .  . eae 
ae AE a ne - ae oe a oa 2 eee 


15, 


APRII 1954 


Public Relations 


131 


HAT GROUP of mer- 
chants in the world can 
set up a practice with such 
subtle, gainful taste as the 
English tradesman, when he so 
desires? This much is evident 
in his attack on the United 
States market from tourism to 
tonic water 
This observation comes from 
Thomas Reid Burnett, who grew 
up to public relations in Canada, 
transferring to that advertising 
mecca, New York, to gain more 
experience. Back in this country, 
he is now observing the British 
art from its own playing field. 
British manufacturers, he 
thinks, would be wise to take a 
look at the smaller foreign shop 
windows and view their merchan- 
dise and salesmen through the 
eyes and mind of each foreign 
customer. 


Show _the world 


The methods we use to edu- 
Cate, associate, and to demon- 
Strate here in Great Britain,” he 
believes, “are not and cannot be 
identical to those used for fullest 


How the personal approach 
can score abroad 


IRAN 


Rate changes have taken 
place for 


LE JOURNAL 
DE TEHRAN 


and 


TEHRAN 
MOSSAVAR 


which apply on all new 
and renewal orders. Please 
ask us for details. 


Overseas Publicity & 
Service Agency Ltd. 


29, Oxford Street, W.1. 
GERrard 0737. 


J cael 


results in the Canadian National 
Exhibition or the International 
Fair at Izmir, Turkey. 

“Personal British contact is 
more effective than correspon- 
dence; British display more con- 
vincing than a picture; faith and 
interest in the British manufac- 
turer's representative more lasting 
than written testimonials; show- 


ing the world what neighbourly | 


people and what fine products 


Great Britain produces is more | 


convincing than telling them. _ 
“No amount of printed, pic- 
tured advertising can be as 


effective as this on the spot | 


personal, informative,  selling- 
demonstration. But as we are so 
often denied this, the next best 
thing is to show the product it- 
self, accompanied by advertising, 
‘localised’ and couched in the 
mood and thought of our buyer 
and aimed at tantalising his buy- 
ing palate 

“Yes, we might use a more 
complete, friendly, foreign public 
relations, which has been planned 


in detail in advance, and is | 


fabulously well informed about 
each community through daily 
contact with its people.” 


| 
Whole industry gains | 


5 HERE is something radically 
wrong when an_ industry 
earning £20 million per annum 
only spends less than 100th part 
on improving its public rela- 
tions.” 

This forthright comment comes 
from Power Laundry and is 
directed at the dry-cleaning in- 
dustry. The journal says that 
the recent annual report of the 
trade’s P.R.O., Hannah New- 
lands, clearly shows that her 
activities are benefiting the whole 
industry in no uncertain manner. 

It goes on: “Not unnaturally, 
the P.R.O. claims that the good 
autumn and winter seasons en- 
joyed by most dry-cleaners are 
due to the fact that several years 
of steady work by this organisa- 
tion are having the effect of 
making the public more dry- 
cleaning-conscious. To support 
this it can point to a much larger 
set of press cuttings relating to 
news and feature items inspired 
by its officer than ever before; 
to the fact that the words ‘Dry- 
cleaning’ appeared in the head- 
lines of our national, provincial 
and textile press no fewer than 
78 times during the year (a re- 
markable achievement this); to 
greatly improved relations with 
textile and clothing industries, 
and to a number of useful re- 
ferences to dry-cleaning in B.B.C. 
programmes. 

“Yet all this good work has 
been done on a shoestring.” 
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T hore 


are 


CRicsabiiiiis sat 


. . in the life 
of every publication when tts 
coverage of important events 
gains for it more than usual 
attention, more than usual 
reader-interest—occasions which 
greatly enhance the value of 
the publication as an advertise- 
ment medium. 


The two issues of Adver- 
tiser’s Weekly which will cover the 
21st Annual Conference of the 
Advertising Association fall within 
this category. 

[Firstly, the Programme Number, 
to be published on May 6th, which will 
contain an extensive preview of the arrange- 
ments for the Conference and outline its 
significance and prospects of influence on 
the future of British Advertising. 

Secondly, the Report Number, 
due out on May 13th, in which full, well- 
illustrated coverage will be given to the 
entire Conference, its sessions and debates, 
its background of social events and 
entertainments — an issue of paramount 
importance. 

These two issues of Advertiser's 
Weekly will be among the most commanding 
of the year in readership-interest. You 
should use them for your announcements for 
they will be given more-than-usual attention 
by everybody in Advertising and Marketing. 


Ring CHAncery 8844 now for space. 


Advertiser's 


Weekly 


The Voice of Authority is 
Advertising and Marketing 
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senting to the public the Strato 
clipper, a giant double-deck plan 
He gathered together the leading 
Egyptian newspapermen for a flight 
ust im case the trip was not 
interesting enough, a cabaret artist 


GIRL FRIEND IN 
THE CLOUDS (an ex-girl fmend of  ex-King 
Farouk) went along and danced as 


MEAN behind the new organisation, the plane flew high over the 
C. R. Potter & Associates, formed Pyramids Mr. Potter assures me 
in London to that, after this, sales rose 10 times! 
handle  pub- Later he was posted to Paris and 
lic relations held the position of public relations 
throug h- director for Pan American there 


out the con- for 18 months 
tinent for 


American 
firms, is Gil 


Potter, at one - 
time pictorial L AST Thursday I spent a crowded 


publicity dir- hour of glorious (or at least 
ector for the pleasant) life helping to housewarm 
jl. Arthur the new Victoria Street premises of 
Rank Organi- Griffiths & Millington Ltd With 
sation A clients to the right of him, poster 
car or 580 agents to the left of him, poster 
t ack Mr. people in front of him, transport 
Potter landed people behind him and some press 
one of those people as makeweight, H. A. G. 
jobs for which public relations men Worth, managing director, was kept 
chained to dusty desks in the big  >USy receiving congratulations and 
city yearn. Pan American gave him 800d wishes from all sides. There 
a free hand in the East to keep the were quite a number of leading 
company's name before the public lights of the Women's Advertising 
His territory extended from Istanbul Club of London, whose president 
to Hong Kone a 23-hour trip by Miss Marjorie Wenmoth, is a direc 
plane For many months he tor and secretary of G. & M 
travelled through India, Pakistan, The new premises are roomy and 
Puikey, Tibet and Afghanistan and — attractive—by what | could glimpse 
other countries of them through the embattled 
In Cairo he had the job of pre throne 


WITH FAROUK’S 


* 7 * 


ADVERTISING MANAGER’S CORNER 


Easter Paradox 


Every year, come Easter Day, an increasing number 
of Advertising Managers brush the crumbs of 
chocolate egg off their frontal aspects and sally 
forth, spade on shoulder, to battle with Mother 
Nature in the kitchen garden. You will know them 
by their 1920-vintage flannel bags and the rich pong 
of well-rotted humus. Off they go without a care 
‘in the world, lured on by the voices of spring and 
the promise of 2 veg. and mint sauce to come. 
And if you think there’s something paradoxical 
about an Advertising Manager without a care in the 
world, then it’s high time you heard about Harris. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, w.! 
Tel; REG 3295-4 


‘PAT’ GOODALE 
AS PAMA’S NEW 
PRESIDENT 


Tue new president of the Press 
Advertisements Managers’ Associa 
tion, W. A. Goodale, comes of 
good advertising stock. His father 

A. Goodale (who died in 1940) 
was a space buyer with Mather & 
Crowther, and was known by 
everybody in Fleet Street. “Pat” 
Goodale, as everyone calls the new 
president, has been in advertising 
since he left school. In 1921 he 
joined the Evening Standard as a 
space ‘‘rep"’ in the old Hulton days 
and afterwards moved to the Man 
chester Evening Chronicle. \t was 
in 1929 that he joined the East 
Anglian Daily Times, of which he 
is now London manager. Curiously 
enough, during his four years in 
the Navy he spent a good deal of 
time cruising off the East Anglia 
coast doing convoy work Many's 
the time he must have wished he 
were in the pleasant town of 
Ipswich, where his papers have their 
headquarters 

Mr. Goodale has played a good 
deal of cricket in his time as well 
as playing hockey for Surrey 
Surrey, because he used to live in 
Wimbledon; now his home is in 
Beckenham 

* . * 

Worthy wo 
favourite Indian 
Bombay tailor 
over his shop 


class with my 
Story (about a 
who put a notice 
“Ladies given fits 
upstairs’) is a letter which has 
been passed on to me by ° 
Heselton, of Heslock Ltd., the 
Leeds agency It is a printed mis 
sive from one Bikash Kusum 
Majumder, of Calcutta, applying 
for the sum of precisely £233 to 
enable him to come to England. 
study for the Advertising Associa- 
tion or other exam (“Il must be 
successful with the help of my will- 
force and | hold such self confi 
dence’), in return for which he 
offers to work as a director of 
advertising and publicity for four 
years at merely nominal wages so 
that he can pay back his debt with 
interest 

A printed addendum sets out a 
“rough estimation” of his probable 
expenditure here, including ‘“‘woolen 
socks, underwears, other clothings, 
suit cases (28 inches length), 
fooding and lodging, tips to the 
hosts, washerman, cobler,” etc. 

He also makes this engaging 
plea: “Now | pray to you, that you 
do not discourage me or please 
do not spoil my high ambition by 
replying to me as follows: ‘Mr 
Majumder, your plans and _pro- 
gramme are much appreciated and 
we bless you that let your high 
ambition be fulfilled, but we regret 
to inform you that we are not in 
a position to offer you any such 
financial help.’ I know it very 
well that the person or the organi- 
sation, to whom I am begging, his 
honour or the organisation is not 
so poor, who will refuse to spend 
an amount of £233 only. . If | 
do not get any help from anyone, 
then it will be my _ consolation 
that there is none for poors in this 
so-called civilised world and I will 
believe that the proverb ‘where 
there is a will, there is a way’ is 
ridiculous.” 

Finally comes the knock-out 
blow, in a panel; “Please reply 
positively by air mail.” 

Mr. Majumder, | salute you' 1 
think that your piece of direct mail 
does indeed show that you possess 
“willforce,” and I hope it brings 
you luck 


Aprit 15 


A. E. L. Duchateau, managing 

director of Regional Exhibitions 

Ltd., inspects a model of one of the 

international trade fairs which his 

compart is to organise at Harrogate 
and Bristol this year 


* * * 
CAREERS FILM 
SETS THEM 
TALKING 


al 
"THERE will, 1 hope, be a big 
demand for the film “Advertising as 
a Career” which—thanks largely to 
the foresight of a former president, 
Miss Doris Richardson the 
Women's Advertising Club of Lon 
don has acquired from its opposite 
number in Chicago. I was one of 
a representative advertising audience 
that saw it screened at the English 
Speaking Union cinema, and | 
thought it will give any youngster 
contemplating advertising as a 
career a pretty good idea of its 
various opportunities and the 
qualities demanded 

Lasting a bit under half an hour, 
it is a coloured film-strip, consisting 
of a series of still photographs or 
drawings, to recorded commentary 
It deals with the research, creative, 
buying, selling, production and 
administrative sides of advertising, 
and also with the function of ad- 
verlising iM increasing production 
and raising the standard of living. 

One or two members of the 
audience spoke, | thought, a little 
too disparagingly about the com 
mentator’s American accent. After 
all, most young people in this 
country are pretty well accustomed 
to that accent by now What 
matters is that, essentially, the film 
is vahd for the British advertising 
industry. It is a pity there is only 
one copy of it im this country. 
Miss Marjorie Wenmoth, president 
of the Women’s Advertising Club 
of London, said that it is now 
available for educational bodies and 
organisations at a nominal charge 
to cover expenses, 


Contact 


WEEK'S WISECRACK 


on 


“He is studying the Mer- 
chandise Marks Act to see 
whether Easter eggs are 
a false description.” 
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Publications News and Notes 


Their largest 
supplement 


Within two weeks of producing 
a 20-page Spring Agricultural Sup. 
plement, the Newcastle Journal 
ublished a 32-page (tabloid) 

odern Homes Supplement. The 
largest supplement ever produced 
by this paper, it was well sup- 
ported by local and national ad- 
vertising. 


” aa 
A six-page Easter Motoring 
Supplement in the Yorkshire Ob- 
server carricd articles on beauty 
spots in Yorkshire and elsewhere 
and was strongly supported by car 
dealer advertisements. 
* cd + 
Fifty-four shop windows 
been entered in the § 
Visiter’s Easter Parade window 
dressing contest. <A_ solid silver 
challenge —y 2 has been put up for 
oe y ar eer 


have 


Iwo “Kemaley y a the 
Stock Express and apes Maccles- 
field Times and Courier—are jointly 
promoting an open merit bowling 
competition for readers within their 
circulation areas. A 100 guineas 
Coronation perpetual challenge 
trophy has been put up for com- 
petition. 
* + * 

I wenty-seven pages of the 56-page 
May issue of R.A.F. Flying Review 
are devoted to advertisements. 

K + 


Metal Industry is publishing a 
special number on April 30 survey 
ing the British non-ferrous metals 
industry, its products, facilities and 
export market 

a 


Ba 
The May issue of Welding & 
Metal Fabrication will contain an 
illustrated preview of exhibits in the 
engineering section of the B.I.P 
AD ak co 
Motor Trader is publishing its 
annual equipment number on May 
12. The journal's postal circulation 
now exceeds 11,000 copies per week 


The May issue of Men Only now 
on sale had a print order of over 
200,000 copies—the largest in the 
history of the magazine. This issue 
is the first to incorporate “London 
Opinion” and has 188 pages with 
over 80 advertisers fredes ed 
above is the cover of a folder which 
Stuart Mander has despatched to 
advertisers and agents. The folder 
contains a copy of the new issue, 
with a hand-written message on the 
pocket flap 


Doris Richardson of the Norman 
Kark Publications has sent out a 
miniature bottle of Carlito's Amon- 
tilado sherry accompanied by a 
piece of verse the last couplet of 
which reads: ‘Though at this 
juncture we suggest That Courier 
advertising's best.’ 

* * om 

The current issue of Social and 
Personal, the society magazine 
published from Dublin, includes a 
yhotograph of a model of actor 
filton Edwards by Collis (Herbert 
H. Collis) Mr. Collis has been 
doing cartoon style model work for 
many years—his models were fea- 
tured in a Birds custard campaign 
in 1936—but only recently has the 
Collis technique been used in maga- 
zines. Sole Irish magazine rights 
for Collis drawings and _ illustra- 
tions are now held by Social and 
Personal 

a * * 

Io celebrate the return of the 
Queen and the Duke of Edinburgh 
from their Empire tour, The Field 
are to publish a special ““Welcome 
Home" number on May 13. The 
issue will be of 68 pages 


The May issue of Vanity Fair, in 
addition to its usual features, con- 
tains a section on Scotland 


1 * * 


Throughout Great Britain a series 
of horse shows are to feature jump- 
ing events, to be known as the 
Evening Standard Foxhunter Com- 
etition. A large number of shows 
nas already been arranged. The 
Evening Standard is distributing 
£1,000 in prize money 


+ * 

The 1954 edition of the Daily 
Mail Motoring Guide, price 2s 
covers in 160 pages a wide variety 
of subjects ranging from care of 
tyres to the latest developments in 
Diesel —_ de = 


* 

of a Year 
Hutchinson's Adver 
tising Service, of Ilkeston, have pro 
duced for the Kent Federation of 
Young. Farmers’ Clubs A 128- 
page publication, it is supported by 
about 40 advertisers, seed merchants 
and agricultural machinery dealers 
being 2” wean 


Kent Cob is the title 
Book which 


of aK 

issue ol The 
official organ of the 
Association, is the last 
of the bi-monthly editions As 
from May it will be published 
monthly The rates remain at £15 
4@ page and pro rata. Published for 
over ¥ years, this journal now has 
a subscription sale of 10,000 


March/ ‘April 
Magistrate, 
Magistrates’ 


Prd = 


bai 


ie ry 


Every issue of Corsetry and Under- 
wear and Knitwear and Stockings, 
both published by Circle Publica- 
tions Ltd., carries a house adver 
tisement designed to publicise the 
important part which trade journals 
play in promoting the interests of 
the industries they serve In the 
ipril issue of ““Corsetry and Under- 
wear,” however, the advertisement 
departs from its usual form, The 
style used is that of the strip 
cartoon, The publishers believe this 
is something new in the field of 
“— press public ry 


A Scottish and Border rivers’ 
edition of Angling Times will be 
published, beginning with the April 
23 issue 

a ¥ 

A record 32-page issue of the 
Middlesbrough Evening Gazette 
was published last Friday. This is 
the biggest issue of the paper since 
the end of the war. 

+ * * 

No. 2 issue of the British Vogue 
Export Book carried 45 pages of 
advertisements of which a good pro- 
portion were in colour. It had a 
special section of announcements 
from exhibitors at the British In- 
dustries Fair, with an invitation to 
buyers to visit their stands. 


* aK 
The Architect and Building News 
is publishing a special Export and 
B.1.F, Issue on ad 6. 


Ba 
Net sale of the Daily Ex 
during March was 4,059,746 pon es 
a day. 
a ok 

A sales promotion campaign is 
ylanned for New Musical Express. 
spaces are being taken in leading 
provincial newspapers throughout 
the country. The present circulation 
of the journal is 80,000. The target 
aimed at is 100,000. Commercial 
Advertising Service Ltd. were 
recently appointed to handle the 
publicity 


* *K a 

The Daily Telegraph are publish- 
ing this week a series of three 
articles by M. Vincent Auriol, 
president of the French Republic 
from 1947 until this January. The 
articles, first of which appeared on 
Monday, discuss Franco-American 
relations, the German problem, and 
the European Defence Community 


re * 

The Public Ledger published a 
supplement on March 31 on_ the 
British Industries Fair (May 3 to 
14) 


os ae 

After analysis of 
by the Publishers’ 
Bureau of all forms of travel ad- 
verusing carried in magazines in 
the U.S.A. in 1953, the New 
Yorker claims to be the leading 
magazine in this field for the fourth 
successive year 


figures issued 
Information 


. visiting Bentall’s store 
in Kingston this week are 
invited to sample a new sherry, E 
Cid, imported '§ b Rutherford, 
Osborne Perkins Lid. A tasting 
od for the press was organised by 

oice &  aaes I - 


Press jublicity tor the , and 
Leather Pair, Olympia, October 4-8, 
will, for the fourth time, be 
handled by O'Sheas Ltd. Last 
year the Fair attracted more than 
32,000 buyers. 

* * 

A record number of 114 mem 
bers and guests attended the 12th 
luncheon of the Association of 
Circulation Executives at the Con- 
naught Rooms last Thursday. Ex- 
Detective Superintendent Robert 
Fabian talked on “Behind = the 
Scenes in Scotland Yard.” 

* . 


Charles C. Knights, writer and 
lecturer on salesmanship, and A. I 
Jackson, principal of Sales Pro 
motion (Leicester), addressed a one- 
day refresher course in sales man 
agement practice organised by Mr 
Knights at Clapham. 


One for the record 


An 1836 copy of the North Meols 
Record—Southport’s earliest news 
paper—has come into the posses 
sion of the Southport Visiter 


* oe 

A “Time off for fashion and 
beauty” brochure is being pre- 
pared by Betty Rodwell, publicity 
and advertising agent. It will 
distributed through .major stores 
in September and will carry adver- 
tisements by leading fashion and 
beauty houses 

* * 

A zeneral meeting of members of 
the “gy | formed benevolent 
society in Ireland has determined 
on the name Advertising Benevolent 
Fund for their organisation. 

* 


Press arrangements for the 
International Railway Congress in 
London, May 19-26, will be under 
the direction of J. H. Brebner, 
chief public relations and publicity 
officer, British Transport Com. 
mission. 


* * * 

Leon Goodman last week lec- 
tured on exhibition display to the 
students in the display teachers’ 
course at the College for the Dis 
tributive Trades, London 


Patent Office Library 


Immediate access to over 3,500 
scientific and technical periodicals 
in all languages has been provided 
by a new extension to the Patent 
Office Library which is now open 
to the public in the basement of 
the headquarters _—_ building in 
Chancery Lane, London 


* * * 

A Holidays in Britain Exhibition 
telling Londoners about the many 
pleasant kinds of holiday they can 
enjoy and picturing the attractions 
of British holiday resorts is being 
held at Charing Cross Underground 
station, London, until the end of 
this month. The exhibition is 
organised by the British Travel and 
Holidays Association 

* a * 

The Minister of State for Scot 
land, the Re. Hon. the Earl of 
Home, is to open the Patra exhi- 
bition and conference which is to 
be held at the Heriot-Watt Colleze. 
Edinburgh, on — 26 and 27, 
at 3 p.m. on April 26 
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THE OBSERVER 


Average weekly 


net sale 


JANUARY—MARCH 


327,047 


—and the advertisement 


rate is still only 


£| an inch 


The Observer is a member of the Audit Bureau of Circulations and its certified net 


sale figures are published regularly 
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How | became 
an 
+) habitual 


‘Advertising drove me to it,’ 
confesses lovely teenager 


A new product has arrived in 
the home —P.L.J. 
bottled lemon juice. 
New, that is, to the 
main consumer mark- 
et, for P.L.J. has been 
selling steadily in 

alth stores since ite 
introduction in 1922. 

The suggestion to 
6el] P.L.J. as a daily 
complerion aid came 
from Digby Wills Ltd. 
when it took over 
P.L.J. advertising in 
January, 1952. A cam- 

ign was launched in 

arch. Since then, 
sales of P.L.J have in- 
creased many times. 


: 
‘How can a girl help & 

company director, ‘when pou'e _ 

got her ona hook like this?’ 


The past two years’ campaign 
has been a model of economy. 
Numerous editorial mentions, 
including one full-colour s read, 
have strengthened small but 
eye-catching advertisements 

Jaced in leading fashion and 
yeauty journals. At the same 
time advertising in health maga- 
zines has succeeded in levelling 
up the seasonal drop in sales 
that had been 
a constant 
feature of 
P.L.J. sales 
charts for 
thirty years. 

Last month, 
Richard Pas- 
call, P.L.J. 
sales director, 
reported that 
the past quar- 
ter’s > or 
showe 


higher-than- 


Cunning potnt-of 


sale material ts ever sales 
being used to hore increase. a 
the women o Fine product 
Britotn. .. sound 


advertising ... 
good sales. The formula can be 
repeated. We ought to meet to 
discuss business. 


Argowy radio and television 
A B.C. chewing gum 
Brotherton basic chemicals 
John Gardner industrial catering 
Harkers veterinary remedies 
Hormoneza animal food 
Kenya Coffee 
Olympia typewriters 
Passgp handknitters 
Perry Group 
Petalon prefa' pricated butldings 
Pure Lemon Juice 
U.C.P. crop protection 


Digby Wills Ltd 


for shrewd 
fresh advertising 
113 High Holborn, W.C1J. CHA @iI 


an drinker | 
oe oer 


Heavy advertising for a new 
Waterman retractable ball point pen, 
Flair, will be launched on Monday, 
April 26, with a half-page in the 
Daily Express. The campaign will 
use national daily and Sunday news- 
papers, provincials and class maga- 
zines. 

Flair uses a “new 
American formulated non-smudge 
ink.” It sells at 17s. 6d. and is 
congnes meray for the gift 

Cecil Notley Adver- 
tising Lid. are A ‘agents. 


Brush up your smile 


for Addis 


Addis Lid. are promoting a 
£1,500 competition in which com- 
petitors have to submit a photo- 
graph of themselves smiling. Prizes 
will be awarded for the best smile. 

A nel of judges will include 
Ann Seymour, Godfrey Winn and 
the art editor of Picture Post. A 
label from a Wisdom Filextron 
toothbrush carton has to be sub- 
mitted with each entry. 

The Addis programme on Radio 
Luxembourg will be used to pro- 
mote the contest together with 
retailers’ showcards. The J. Walter 
Thompson Co., Lid., are the agents. 


London ads for 
Fruit Heart 


London evening newspapers are 
being used for the initial adver- 
tising for a new Monk and Glass 
product—Fruit Heart jellies. It is 
ex ey that a national campaign 

| be launched in the near future. 

Headline for the 4 
which are handled by S. H. Benson 
Lad., is “The very ne west jellicacy. 

Showcards, crowners and leaflets 
have been distributed to retailers. 
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Advertising for 


Prune Marketin 
by Masius & 


the California 
Program, 
ergusson Lid., will 
soon be ees in all the major 


national Sunday and daily media. 
These advertisements are designed 
fo announce the reintroduc fion in 
large quantities of California prunes 
to England after fifteen years’ 


nce. 


Powerful boost for new ball pen 


Britvic moves again 


Advertising for Britvic pure fruit 
is mo to Th ¥ Winter 
homas Co., Lid., on May 1. 
There will be an extensive summer 
campaign. The previous 
The Robert Freeman Co., Ltd., w 
continue to handle the 
for the Britvic vending machine. 


To promote Raleigh 
in the U.S. 


Raleigh Industries of America 
have appointed H. B. Hum 


Alley Richards, Inc., of ston 
and New York, as  advertisin, 
counsel to promote the products 
Raleigh Industries Lid. in the 
United States. 

These products include Raleigh, 
Rudge, fumber, Robin Hood, 


Centaur and Gazelle bicycles and 
Sturmey-Archer gears and Dynohub 
lighting 


Aprit 15, 
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Packs 
Headspin, the new Ashe Labora- 
tories product, which, as announced 


and display material for 


last week, is being handled by 
Colman, Prentis and Varley Lid. 


Quick mix lemonade 


A quick mix lemonade powder 
is a launched by Keen, Robin- 
t is claimed to mix easily 

in cold water. 

A full colour filmlet featuring the 
new line is being shown at over 700 
cinemas throughout the country. 
A series of eight quarter-page ad- 
vertisements have been booked in 
Eagle and full pages are being 
taken in the trade press. The 
agents are C. Vernon and Sons Ltd. 


@ More Current Advertising on page 138 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


BRITVIC for The Winter Thomas 
Co., Ltd., from May. Extensive 
campaign in preparation. 


HENRY C. STEPHENS LTD., 
makers of inks, gums, pastes, 
typewriter ribbons and carbons, 
for R. S. Caplin Ltd. 


N. KILVERT AND SON LTD., 
manufacturers of margarine and 
cooking fats, for Alfred Bates 
and Son Ltd. Initial campaign 
for Crinoline margarine, Friorbake 
cooking fat, Kilvert’s flaked beef 
suct, using large spaces in pro- 
vincial evenings and trade press. 


MONK AND GLASS FRUIT 
HEART JELLIES for S. H. 
Benson Ltd. Initial campaign 
using large spaces in London 


evenings. 

H. L. gts AND SONS 

(LONDON) 7 and 

silver plate, kA yee radley 
‘o., Ltd., manufacturing 


cutlers and silversmiths, for Froud 
and Partners Ltd. 


COUNTY CLEANERS AND 
DYERS LTD. and Weeks and 
Co., Ltd, (agricultural trailers) 


for 1+ a Press Advertising 
Ltd., Hull. 


JOHN McGUIRE LTD., Dublin, 
Irish linen furnishing fabrics, and 
Hille of Londo the dis- 
tributors, press and public rela- 
tions accounts for Rosetta 
Desbrow. 


ee PAGE, dresses, and 

Mornessa coats and suits, wen 
relations accounts for ty 
Rodway. 


BIAGIO RAYMOND,  Knights- 
bridge hairdressing salon, and 
“New Musical Express’’ for Com- 
mercial Advertising Service Ltd. 
(not S. C. Peacock Ltd. as stated 


last week). 


MEDDOCREAM for H. C. Long- 
ley Ltd. (Birmingham). Campaign 
using national Sundays, provin- 
cials, weekly magazines and trade 

press. 


Campaigns 


ROBINSON QUICK MIX 
LEMONADE POWDER using 
cinemas, Eagle and trade press 
(C. Vernon and Sons Ltd.). 


RENTOKIL FURNITURE 

CREAM using women’s monthly 

magazines and trade press (King- 
ham Advertising Ltd.). 


PALADIN CARAVANS _ using 
national daily and Sunday news- 
papers, Radio Times and trade 
press (Maxwell Clarke Ltd.). 


PROPERT’S SHOE CREAMS 
using national and trade press 
including half-page Daily Express 
(London Press Exchange Ltd.). 


CREDA COOKERS using women's 
magazines, national weeklies and 
Radio Times (Stuart Advertising 
Ltd.). 


COLDRATOR REFRIGERATORS 
using women's magazines (Stuart 
Advertising Ltd.). 


EPICURE HANDY SAUCE using 
large spaces in London evening 
Ady 1 (Erwin Wasey and 

o., Ltd.). 


WATERMAN’S FLAIR PEN using 
national and trade press including 
a, ge Daily Express on Apnil 
f ‘ (Cee il D. Notley Advertising 

td.). 


WOOD BROTHERS using 11-inch 
triples and half-pages in provin- 
cials covering Midlands and North 
f. England (Sales Promotion 
_td.). 


PITMAN CORRESPONDENCE 
COLLEGE using professional, 
educational and career publica- 


tions, literary and home-appeal 
Toe ( Street and Co., 
{d.). 


TOTECTORS, safety footwear for 
industry, using industrial and 
accident prevention publications 
(G. Street and Co ). 
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ADVERTISER'S WEEKLY 


A 20-second offer in this 2-minute TP film 
brought M°DOUGALLS 


SPECIAL ending to a normal 2-minute advertising 
Aww for MCDougall’s Self-Raising Flour was seen 
by 218,461 people and obtained this response to an 
offer of free cookery books. An important screen test 
arranged by Theatre Publicity for M€Dougall’s 
Limited, and conducted by M©Dougall’s advertising 
agents, has tested the pulling power of screen 


advertising with this film. 


THE FACTS HAVE BEEN PUBLISHED 


If you've not yet had a copy of the Report send 
for one NOW 


YOUR MEDIA FILES ARE NOT COMPLETE 
without this Report alongside the previous T.P. 
Research Publications. 


a 
THEATRE 
PUBLICITY 

LTD 


A COMPANY WITHIN THE |. ARTHUR RANK ORGANISATION 


pcc-a 


SALES PROMOTION MANAGER 
THEATRE PUBLICITY LTD 


URGENT media information 


PLEASE SEND * Report on the McDougall’s Screen Test 
%*& Back numbers of previous T.P. Research 
%*& Coverage Charts Publications 
%* Further media information as published 


POST THIS COUPON TODAY TO: 


FILM HOUSE - WARDOUR ST LONDON * W! ‘GER 9292 
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ADVERTISER'S WEEKLY 


CURRENT ADVERTISING 


continued from page 136 


Beer and biscuits 
in the suburbs 


For the first time a London sub 
urban press campaign is being 
launched by Macdonald's chocolate 
biscuits Guinan, Prentis & Varley 
Lid. are the agents 

Half-page and smaller spaces in 


suburban newspapers are being 
booked by hitbread, whose 
account is handled by A. N. 
Holden Ltd. 


Poodle publicity 


A new addition to the Lee Target 
range of knitting wools is Poodle, 
a heavy wool designed for fanc 
knitting. Initially the publicity will 
be confined to editorial but it will 
be featured in a heavy Lee Target 
campaign to be launched in the 
autumn — usin mainly women's 
magazines. The account is handled 
by Auld & Tilbury Ltd. 


Sandals Caesar wore 


New styles of Roman sandals, 
inspired by those worn in the film 
“Julius Caesar,” are being featured 
in @ national newspaper campaign. 
The advertisements are for New- 
man’s Slippers Ltd 

As with the firm's recent “Young 
Bess’ sandals announcements, the 
layout is in the form of a film- 
strip, each frame showing a 
different style. Stowe & Bowden 
Lid. are the agents. 


Colour lamps 


The advertising of Dalzell 
Flectrical Welding Co., Ltd., Beils- 
hill, Lanarkshire (who are marketing 
the two new colour electric lamps 
mentioned in last week's ADVER- 
Tisern’s Wrekty) is handled by 
Alfred Bates & Son Ltd. = This 
agency organised the trade and 
press reception held recently at the 
Central Hotel, Glasgow, and is also 
responsible for the trade advertising 
for Dalzell’s road tankers and stor- 
age tanks. 


At their finger tips 
National press advertising has 


started for a new product designed 
to strengthen finger nails. The pro- 


duct is Nutrinail which is bein 
distributed by Walter Crowe Lte 
The account is handled by Sommer- 
ville and Milne Lid. (Glasgow) 


Dorland Advertising Lid. designed 
this new poster for Hennessy 
brandy. 
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record year 


A record income, a_ record 
sum invested, and the establish- 
ment in perpetuity of three pen 
sions is “Old Ben's” achievement 
at the age of 115 years 

At last week's annual meeting 

the president, Lord Burnham, 
voiced the general! satisfaction at 
the committee of management's 
report, which included the fol- 
lowing items: income £34,379 
(as compared with £32,231 the 
previous year); £5,807 from the 
Appeal launched by the Festival 
chairman, Cecil King (chairman 
Daily Mirror and Sunday Pic- 
torial Ltd.), plus £1,000 given by 
that company; £1,750 to the 
Institute's funds and £250 to the 
“Old Ben" Homes Association 
from the Football Scheme 
initiated by W. J. Garnham; and 
the accomplishment of much pre- 
liminary work on the “Old Ben” 
Homes Association project. 

Ihree men whose work for 
“Old Ben” was honoured by the 
establishment of pensions, are: 
Cecil King (The Daily Mirror, 
Sunday Pictorial, Reveille Pen- 
sion); Maurice Joslin, chairman 
of the management committee; 
and the late ~ Wood 
Roberts, the Institution's honor- 
ary solicitor for over 20 years. 


The “Motor Cycling’ display and 


photographic processing unit en 
route to Silverstone for ‘Motor 
Cycling's’’ Silverstone Saturday 


How ‘Life’ aids 


its advertisers 


Every advertiser in ecither or 
both the Spanish- and English- 
language _ editions of Life 
International is entitled to a 
merchandising allowance equal to 
2 per cent of his total advertising 
expenditure in either or both 
editions 

Details of this merchandising 
scheme are given in a new 
Life International promotion 
brochure The full allowance 
of 2 per cent may be used for 
the distribution to agents or 
dealers of complimentary Life 
subscriptions or complimentary 
copies of any one issue of either 
or both editions. A maximum of 
| per cent of the total advertising 
expenditure may be used for the 
purchase of merchandising 
materials at cost. These include 
reprints of advertisements, folders 
reproducing a Life cover, and 
carrying one or more advertise- 
ments and sales messages, 
mounted or unmounted counter 
and window displays, and a 
wide range of supplementary 
display material, such as assorted 
stickers, and string tags 


‘International Year Book’ covers 
both sides of Iron Curtain 


A wealth of information 
about international organisations, 
countries, religions, reigning 
Royal families, and statesmen is 
contained in the 1954 edition of 
The International Year Book 
and Statesmen's Who's Who, 
published by Burke's Peerage 
Ltd., yesterday (Wednesday). 

Contents of the first section 
range from the structure of 
United Nations to the Mormon 
Church. A _ diplomatic section 
with names of ambassadors and 
plenipotentiaries; maps; exhaus- 
tive information about the con- 
stitution, population, _ statistics 
and resources of all countries on 
both sides of the Iron Curtain, 
with histories of the newer 
countries; a biographical section 
covering hundreds of political 
and diplomatic notabilities in 
all account for the fact that the 
Year Book now has 1,336 pages, 
over 200 more than the previous 
edition. A separate supplement 
is included to provide informa- 
tion too late to appear in the 
main work. 

The editor, L. G. Pine (editor 
of Burke's Peerage), contributes 
a preface. Sir Denys Lowson 


(Festival Year Lord Mayor of 
London), in his introduction, 
stresses the value of the publica- 
tion in an era of international 
conferences and closer confer- 
ences 

Banking interests are promi- 
nent among the advertisers in 
the book. 

The Year Book is priced 
8 gns., and two-thirds of the 
printing have already been taken 
up by embassies, Government 
departments, libraries, organisa- 
tions of various kinds, and 
private individuals 

The volume is strongly bound 
between midnight blue ~—s 


Selling and serving 


Sponsors of the Ed Murrow 
anti-McCarthy broadcasts, the 
Aluminium Co. of America, told 
Printer's Ink: “We, as sponsor, 
are not responsible for what he 
says. We'd like to pretend we're 
to blame, but we have no control 
over the show But we think 
we've got the best guy going 
Besides selling a product we 
think we're doing a_ public 
service.” 
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Legal and 


Gazette 
WILLS 


Sm Exnest Jown Picxsrone Benn, of 
Morven, Oxted, Surrey, and Bouwverie 
House, Fleet Street, 'ondon, E.C., a 
director and former cairman of Benn 
Bros, Lid., the periodical publishers, left 
£101,413 lis, Sd. gross, £99,211 12s. &d 
net. (Duty paid £47,644.) He ft £1,000 
each to his” grandchildren persona! 
chattels to his wife and the residue upon 
trust for her for life and then equally be 
tween his children or their issue. Probate 
has been granted to his sons, Sir John A 
Benn, Bart of Bullensice, Limpsficid 
Surrey and EE, G Benn company 
lirector, of Bouveric House 

joun THomas Freer, of 27 Hillmorton 
Road, Rugby, director of Rugby Adver 
tiser Lid left £29,932 2s. Id. gross 
£29,577 4s. 2d, net 

ArgTuux Baaptey, of 8 Tower Road 
Boston, Lincs, managing director of the 
Lincoln Billposting Co., Lid., and of the 
Boston Biliposting Co., Lid left 
£12,748 2s. Sd. gross, £12,343 3s. ‘Sd 
net 

Heasert AxTHUR Lawkence, of 20 
Alexandra Mansions, Kings Road, Chel- 
sea, London, secretary and chairman of 
T. B. Lawrence Ltd. advertising con 
tractors, left £4,114 2s 2d. gross 
£3,807 148. Sd. net 

MonTraoue Morton Barker, of Little 
court The Downs Epsom Surrey 
previously chairman and managing direc 
tor of Charles Barker and Sons, adver 
tising agents, left £28,676 3s. 11d. gross 
£22,896 13s. Bd. net Bequests included 
£100 each to Frederick RK, Robinson and 
Go. W. Wall, employees of Charlies 
Barker & Sons Lid as a token of 
appreciation of their services to the com 
pany over many years 

Rupext Boyvpen, of Holly Mount 
Avenue Road, Stratford-upon-Avon, senior 
partner in the firm of George Boyden 
and Son, publishers of the Stratford 
upon Avon Herald, teft £14,922 wross 
£14,210 1s, 2d. net 


NEW COMPANIES 

Wilismore & Tibbenham (Ipswich) Lid. 
Advertising agents and contractors 
Nominal capital: £4,000 Directors 
W. E. Wilismore and D. A. Tibbenham 
White Advertising Ltd., Midland Bank 
Chambers, Warwick Road, Birmingham 
27. Advertising and publicity practi- 
tioners and specialists Nominal capital: 
£10,000. Directors: H. B. White and 
H. J. V. White 

Gorman Advertising Ltd., 6 Fletcher 
Gate, Nottingham. To take over business 
of an advertising agemt carried on as 
‘A. J. Gorman”’ at Nottingham, Nomina! 
capital: £5,000. Directors: A. J. Gorman 
1. G. Hibbert and A. B. Hibbert. 

Medical Mailing Co.. Ltd., 107 Ux 
bridge Road, Ealing, W.5 Specialists 
in postal publicity to doctors, dentist 
opticians and nurses Nominal capital 
£500 Directors: A. G. Nicholls and 
Ruth U. Nicholls 

Cc. J. Lytle (London and New York) 
ltd., 2-4 Dean Steet, W.1. Publicity 
and advertising agents Nomina! 
capital: £1,000. Director: C. J. Lytle 
(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sons Ltd., Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 


CHANGES OF ADDRESS 

Display & Exhibition Lid. w Vectis 
Works, 30 Church Path, Acton Green 
London, W4 

Graham & Gillies Ltd... medi planning 
and space buying department, Grafton 
House, 2-3 Golden Sq., W.1 

The Australian Trade Press Agency Lid. 
to 130 Crawford Suect, London, W.1 

Mills & Rockleys Ltd, Lowestoft 
office, to 62a Arnold Strect, Lowestoft 

Colophon Lid. Ww Colophon Hous 
Astordby Street, Ilcicester 

India Tyres (advertising department) to 
India House, Kingsbury, London, N.W.9 

Sales Research Services Lid.. w 
Gloucester Place, London, W.1 

The editorial and advertisement offices 
of the London Free Press (late Brixton 
Pree Press) to 107 Fleet Street 
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APPOINTMENTS VACANT 


OPPORTUNITY FOR 
PRODUCTION ASSISTANT 


We want a young man soundly 
trained in all aspects of mechanical 
production and with a minimum 
of 2 years’ agency experience. If 
you want a chance to grow in 
salary and status with a vigorous, 
expanding agency this is the job 
you're looking for 


Call, write or telephone for interview 
INTAM LIMITED 


14 Half Moon Street, W.1 
Tel. GRO 5526 


AMBITIOU s - YOU ING | ADV ERTISING 
MAN, resident in the Midlands, re- 
juired by well-known group of trade 
and technical journals, w represent 
old-established weekly, fortnightly and 
monthly publications. Must be capabie 
of acting on own initiative ~ a cx- 
penses and commission. Wr 
Box 7291 Ad. Weekly 180 Fleet St £C4 


EXPERIENCED 


required by London Technical Advertising 

Agency. Must have » good knowledge of 

typography and block ordering Write 

details of experience and salary required 
Box 7284 

Advertise:'s Weekly 180 Fleet St EC4 


FIRST CLASS REPRESENTATIVE re- 
quired by well-known London Ex- 
hibition and Display Contractors 
Applicants with strong personal con- 
nections desired Good basic salary 
and commission Only persons cap- 
able of warranting a total remuneration 
of not less than £1,750 pa. need 
apply w 
Box 7293 Ad. Weekly 180 Fleet St BC4 


N.S. W. 


LIMITED 


have important openings for 
young men of 22 to 24 
years of age with sound 
knowledge of copy detail and 
production, as assistants to 
Account Executives for general 
liaison work with production 
and supply departments. Some 
agency background essential 
Write giving full details of 
experience and salary 
required to 


General Manager 
NAPPER, STINTON, 
WOOLLEY LTD. 


14-19 GREAT CHAPEL STREET. 
Wl 


‘Phone your Classifieds 


139 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS & 


RATES: APPOINTMENTS VACANT, 3s. 6d. per tine, 405. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. Two 
charge, one line plus %d. covering postage, etc. Series rates on application: all 

advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 


Weekly,”’ 180 Fieet Street, London, E.C.4. CHAncery 8844 (Bx. 25). fully experienced 


APPOINTMENTS VACANT General Artists 


Situations Vacant: “The engagement of persons answering these advertixements must 

be made through a Local Office of the Ministry of Labour or « Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive required 

unless he or she, or the employment, ts excepted f ote ee | 
Notification of 


rom 
Vacancies Order 1952." 


by Bond Street Studio. 


Two vacancies in a young growing agency Top salaries to right men. 


CREATIVE LAYOUT ARTIST 


with good design and typographical sense, able to prepare good ‘phone GRo. 3026 
client's roughs. The man we want will probably be between _ 
25 and 35 years of age, and should have previous agency PUBLICITY MANAGER for important 
progressive group motor companics 
experience (London) Young man required with 


drive, ideas and initiative Tell us 
YOUNG PRODUCTION MAN your cupert noe, ideas on salary, etc., to 
with knowledge of process and type, able to prepare mark-ups Box 7297 Ad. Weekly 189 Ples %& BOs 
trom layouts, to assist production manager | 
NORFORD & 
ASSOCIATES 


Require additional top line artists 
in every department including, still 


Apply (no specimens please) 


John Benington Ltd. 


5 New Court, Lincoln’s Inn, W.C.2. Tel: HOL 1345 


LETTERING ARTIST, with high stan- ADVERTISEMENT REPRESENTATIVE, 


dard of finish, wanted by leading enerectic and go-ahead, required for life, figure, furniture, retouching 
London Agency. Permanency with staff suburban weekly Aged about W and lettering 
pension and luncheon voucher Experience preferred. Writ P ’ 
schemes Holiday arrangements Box 7300 Ad. Weekly 180 Fleet ee | Apply in writing te: 
honoured. Write in confidence, stating ACCOUNT REPRESENTATIVE — for l and 2 Pemberton 
age, cxperience, t& North of England required by London 
Box 7295 Ad. Weekly 180 Fleet St EC4 | (Co. designing and manulacumton London, E.C.4 
JUNIOR DRAUGHTSMAN, aged 21-25, printed showcards and cut-outs for 

with basic taining in engineering National Advertisers Previous ¢x- EXPERIENCED OUTDOOR ADVER.- 
drawing and flair for semi-artistic lay- perience in similar business necessary TISING MAN required by medium 

out work, required in Sales Department Full designing and manufacturing | sived West End Advertising Agency 
of S.E. London Engineering Company facilities available for right man. No | ~ Position offered would suit a first 
Applications stating age, experience and shortage of raw = materials Inter - class Inspector with ambitions. Write 
salary required to Box A.W. 579, c/o views in Manchester fully 
191 Gresham House, E.C.2. Rox 7313 Ad. Weekly 180 Fleet St BOS Box 7309 Ad. Weekly 180 Pieet St Baa 


LADY ASSISTANT w Lettering and 
General Artist required for printing 
and paper converters studio in Towen- 
ham, N.15 Good letcring§ = and 


draughtsmanship essential Write 
Stating age and experience w 
Box 7296 Ad. Weekly 180 Pleet St BC4 


| cur-our COPYWRITER 
The man we want has had at least ‘ 

3 years with @ showcard producing J. Inglis Wright Ltd., a major New Zealand 
firm and is fully experienced in the 
mechanics of collapsible cardboard Agency (staff 96), offers a first-class 

| cut-outs ‘ , 

He is essentially an ideas man, used opportunity to an experienced copywriter. 
to getting out scamps and presen- . 
tation pon in colour half-tone for Applicant requires background of several 
top National advertisers. Finished , m 
work not necessary. To the right years agency training, proved ability as 
man we offer a steady job with sales ; : 

PR, - 4 a specialist in this field, capacity to adapt 
conditions in London with a happy himself to a new environment. Preferably 
team. 5-day week. Holiday this 
year. Full chance to ao gg yee single and under 35. Suitable applicants 
progressive company you ‘ ; } 
measure up please write—if not, will be interviewed by the Managing 

\ don't , _ ‘ 
il Director, who will be arriving in London 
Advertiser's Weekly 180 Fleet St EC4 very shortly. 

TECHNICAL ARTISTS oR 
DRAUGHTSMEN wanted with ability Apply to: 
to produce pictorial views from 
enginecring drawings This work is in 


connection with technical publications 
such as instruction books, illustrated 

| spare part books, servicing manuals bd . 
wall charts, ctc Applicants should 
state previous experience and whether c/o Australia and New Zealand Bank Limited, 
acquainted with colour work for repro- 
duction. Advertiser is well-known firm 
of mechanical engineers in East Mid- 71 Cornhill, London 
lands with good working conditions 
and prospects to right men 

| Box 7292 Ad. Weekly 180 Pleet St BC4 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 


“The engagement of persons answering these advertisements must 
1 


MEDIA PLANNING 
SPACE BUYING 


Leading West End Agency has room for a 
young man of 20-25 years 


| This is an excellent opportunity for someone, old enough to 
have gained a useful knowledge of the Press and Fleet Street 


LAYOUT ARTIST =. 
be made through « Local (Office of the Ministry of Labour or « 
REQUIRED Agency if the applicant ls a man aged 18- 
unless he of she, of the Hoy 

Young man with 2 or 3 years’ ex- 
a perience. Must be good at lettering 

a. with some knowledge of type Small 
7 agency handling national accounts 
“i Happy lot. State ideas on salary 
= 
Y, 

“ Box 7299 
s Advertiser's Weekly 180 Fleet St EC4 
‘ a 
f° WANTED ENERGETIC REPRESENTA- 
f TIVE calling on Advertising Agents 

. etc Philip Gotlop Photographs Lid, | 


24 Kensington Church Street, London, 
WB. WHStern 4130. 


COPYWRITER| VISUALISER 
Must have a lively imagination, and 
ability to write first-class technical 
copy for engineering accounts and 
agifttor drawing good rough visuals 
Agency or Advertising Dept 
experience desirable and know- 


first-class Agency 


Write fully to 


a ledge of engineering preferred Box 7304 
oe Write giving full details of age, eekly 
2 experience and salary required. Advertiser's W 160 Meet % 


and wise enough to realize now that he wants to specialize 


} The pace is hard, the accounts large, varied and very active, 
and whoever gets the job will need his wits about him and must 
be willing to throw himself wholeheartedly into a tough assignment 


Here is a chance to become a first-class media man in a 


Our staff are aware of this advertisement 


London EC4 


Aprit 15, 1954 


APPOINTMENTS VACANT 


ARE YOU A 
FUTURE 
COPY CHIEF ? 


If you are an ambitious young copy 

writer who can prove that he is 

@ quick thinking advertising man 

as well as a good writer of selling 

copy your opportunity is here. 
Write in confidence to : 
MANAGING DIRECTOR 

SPOTTISWOODE, DIXON & HUNTING LTD. 
52 Bediord Row, W.C.1 


CROMPTON PARKINSON LIMITED 
invite applications for a post as 
Technical Editorial Writer. Applicants 
should be knowledgeable in the techni - 
calities of Electrical Engincering pro- 
ducts and possess a well developed 
flair for descriptive writing. Applica- 
tions stating age and details of educa- 
tion and career w date should be 
addressed wo Reference SA, Messrs 
Crompton Parkinson Limited, Cromp 
ton House, Aldwych, London, W.C.2 


Box 7307 

, ASSISTANT IN ADVERTISING 
Advertiser's Weekly 180 Fleet St EC4 DEPARTMENT of well-known clec- 
= -— - ——_—_—__—_ trical engineering firm in London 
EXPERIENCED = RETOUCHERS — re- Applicant should preferably have had 
quired for black and white and colour Agency experience, and have been 
work First class work with a great engaged in advertising enginecring pro 
variety of subjects, 40-hour week, con- ducts. Knowledge of blockmaking and 
wental working conditions, highest printing processes essential. Age ap 
wases for top class men. Write full proximately 30-35 years Salary ac- 
particulars cording to age and qualifications. Apply 
Box 7302 Ad. Weekly 180 Fleet St C4 Box 7251 Ad, Weekly 180 Pleet St BC4 


SILK SCREEN OPERATOR required, 


used w producing top quality work 
only First rate stencil cutting 
essential. Appiy to Display Manager, 
Lows & Deka Ltd., Cross Street, 
Stone, Staffs. 


Mather & Crowther 


require 


COPYWRITER 


for technical and 


general accounts 


Must be 


(a) A ready writer 


(b) Accurately and fully briefed on 
electrical matters, both in supply 
industry and at consumer end 


Salary £700 upwards according to experience. Write in 
confidence giving full details of qualifications, age, present 
job to: Creative Manager, Mather & Crowther Ltd., 
Brettenham House, Lancaster Place, W.C.2. 


ee 


A LEADING LONDON STUDIO 


requires a 


REPRESENTATIVE 
to take charge of existing accounts 
and introduce further business. 
Box 7306 
Advertiser's Weekly 180 Fleet St EC4 


MURRAY STUDIO 


requires the following artists 


RETOUCHING’ GENERAL 
ARTIST 

able to handle both technical and 

figure retouching and do technical 
illustration. 


ARTIST 
for adaptation work, able to pro- 
duce pencil flimsies and type mark 
ups and be a neat worker when 
making up adapts 
5S ROSEBERY AVE., LONDON, E.C.1 
TERminus 8770 


PUBLICITY EXECUTIVE. 


A PRODUCTION MAN with at least 


7 years’ experience required by leading 
City Agency, Ability to conduct cam- 
paign from start to finish is essential. 
Write in first instance giving age, cx- 
perience and salary required to 

Box 7311 Ad. Weekly 180 Fleet St BC4 


PRODUCTION MAN for 


A SENIOR 
ADVERTISEMENT 


REPRESENTATIVE 
wanted for 


HARPER'S BAZAAR 


(London Area) 

Only those with considerable 
experience in selling on similar 
publications and with a good 
space-selling record will be 
considered 

Write, in strictest confidence, to :— 

The Advertisement Manager 

19 Queen Street, Mayfair, W.1. 


smallish 
Agency Hard working type who 
understands blockmaking, preparing 


copy for press, seeing print jobs 
through and knows Production Depart- 
ment routine —_ full details of 
training experience and salary required. 
Box 7225 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Lansing 
Bagnall Limited at Basingstoke have 
an ecxoelilent opportunity on the 
publicity side of the Fork Truck and 
Industrial Truck Industry for young 
man (about 25 tw 30) with creative 
ideas, enthusiasm and initiative if 
possible with engineering background. 
Experience in modern publicity an ad- 
vantage. This is a permanent and 
progressive position to the right man 
Applications will be treated in strictest 
confidence, but should give fullest 
details of all experience up w the 
Present time, age, present salary, ctc., 


Managing 


Lid., Basingstoke, Hants. 


BOOTS PURE DRUG 
co. LTD. 


require a male assistant in their 
Publicity Department at Nottingham. 
Must have experience of the prep- 
aration and production of advert- 
isements and literature as well as 
knowledge of layout and mechani- 
cal details. The particular duties 
involved in this appointment include 
both retail merchandise and over- 
seas advertising for medical and 
allied products. Good salary and 
prospects offered to right man who 
should be aged 25-35. Terms of 
employment include five-day week 
and pension scheme. Please write 
in strict confidence, giving details 
of career, experience and age to: 


PUBLICITY MANAGER 
BOOTS PURE DRUG CO. LID. 
Station Street. Nottingham 
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Aprit 15, 1954 


APPOINTMENTS VACANT 


ABBEY 
DISPLAY CO. LTD. 


have 
TWO IMPORTANT VACANCIES 


Initiative, Enthusiasm and Mental Agility 
is required for 
1. Assistant to Generali Manager to 
Liaise with Production and Sales 
Department and be capable of 
dealing with top level execu 
tives of National Advertisers 
Must have knowledge of show- 
cards and cut-outs 
2. Assistant in Production Dept 
General knowledge of litho, and 
showcard and cut-out produc 
tion. Young man with experience 
in Print Buying Dept. of agency 
may be suitable. Accuracy wit! 
figures essential 


Phone Grosvenor 8321 between 
9 and 10 a.m. Mr. Hyoms 


SHI LTD., ADVERTISING OON- 
SULTANTS OF BOMBAY, invite ap- 
plications for the post of Operating 


Director Shilpi Lid., is an advertising 
azency which also gives service to 
clients on general marketing and pro- 
duct development problems the job 
of the Operating Director, which is a 
new appoinmmment, will be to manage, 
within an agreed policy framework, all 
the work of the agency from the main- 
tenance of client relationships to the 
completion of advertising and other 
servic The suceessful applicant, who 
could be either 4 man or a woman 
would be offered a seat on the Board, 
of which he would be the only full- 
time working member The job de- 
mands general experience of modern 
sdvertising techmiques and contempor- 
ary «design and) =«opreferably particular 
experience in some creative branch of 
advertising Applicant should also 
have expericnce in a managerial rok 


in either an advertising amency or in 


the advertising depariment of a large 
company marketing mu'tiple products 
preferably in the onmsumer field A 
starting salary of Ks. 3,250 per month 
(1 Rupee equals Is. 6d.) is offered 
(£3,000 pa.) for an age ranee of 
31-38. A car, with an allowance for 
agency running would be provided 


Overseas leave at the rate of 44 days 


per year (including travelling) and Icave 


(non-cumulative) at 11 days per year 
will be granted Passages for the 
director and family (up to two 
children) at cither touris:s ai fares or 
equivalent first class boat fares will 
be provided on first appointment and 
return passages at similar rates once 
im ever three years of service, 
length of each tour of duty and the 
frequency of oversca leave can be 
determined in accordance with the 
needs of the job and the wishes of the 
director Upon first appoinument an 
allowance of £50 to assist in the pur 
chase of clothing and baggage and of 
Rs. 750 to assist in settling in Bombay 
will be paid Further information 
about the post may be obtained from 
the Tavistock Institute f Human 
Relations, 2 Beaumont Street, London, 
1 Applications should he ad- 
dressed to the Chairman, Shilpi 11d., 
Shahibag Hous Witter Road, Fort 
Bombay, 1, India They should reach 
India not later than Monday, May 24, 
1954, and earlier if possible All ap- 
plications and enquiries will be treated 
in strict confidence It is proposed to 
hold a selection procedure in London 
in the second half of September, 1954, 


t which applicants may expect to be 
invited by the end of July 

PUBLICITY MANAGER required by 
progressive London firm, Must posses 
sound knowledge of all ftorms | ad- 
vertising and put ty first -class 
references, creative ability, managerial 
capacity Knowledge of engineering 
industry an advantage, but not essential 
Excellent opportunny for right man 
Full particulars in confidence wu The 
Secretary, S. N. Bridges & Co., Lid 
Bridges Place Parsons Green Lane, 
SWw.6 


PRODUCTION 
WITH A FUTURE 


Service completed) preferably with 

some agency experience, required 

to fill important junior position in 

the advertising agency's Production 

Department dealing with National 

and Technical accounts Paid 
Holiday this year 


Write or telephone to 
Production Manager 


E. Walter George Ltd. 
25 Lower Belgrave Street 
$.W.1. 

SLOane 0474 


OPPORTUNITY! 
for keen 


young (up w 30) years) 
advertising man with good all round 
agency experience and sense of 
responsibility willing to travel abroad 
when necessary, wanted for client con- 
tact Excellent prospects with real 
opportunity for rapid promotion w 
management responsibility for man 


with right 
Write 
recem 
able 


qualifications and ambition 
giving full details 
Photograph. State 
and salary desired 


when 


Box 7226 Ad. Weekly 180 Flee: St BOS 


SPACE SELLER 


mission payable 


required 
to right 


Good 
person 


com- 
Part 


time considered 

Box 7294 Ad. Weekly 180 Fleet St BC4 
ARTISTS. Expecricnced first-class letter- 

ing layout artists required for Central 


London Studio 
Rox 73703 Ad 
SECRETARY-ASSISTANT 


required = by 


Media Manager of West Fnd Agency 
Media Experience essential Must be 
accurate typist Write full details 


Box 7308 Ad 


SCREEN PRINTERS. Unique oppor- 


tunity to get in on ground floor and 
grow with new screen plant being 
installed by Midlands Commercial 
Organisation Wanted top class, all 


round, practical executive 
perienced No. | hand 
of experience, etc., to ; 
Rox 7273 Ad. Weckly 
LETTERING ARTIST. 
worker 2 Experienced 
artist needed by 
Maytair 
Box 7262 Ad 
OPENING 
for Young Man as Assistant in 
tising Department of Seoottish 
facturers Sound kaowledgee of 
tring and Sales 
Applicant must 
administrative 
cathon aye 
expected 
Rox 7312 Ad. Weekly 
ARTIST GOOD Atl 
quired fou Headquarters { 
Trial period three months 
mencing salary £350 pa. Good 
tunity tw learn Silk Screen 
and Offset Litho Printing 
appointment to: Staff Artist 
Services HO Third Air 
t'S.AS., South Ruislip, Middx 
SPCRETARY RFOUIRED (+ 
Relation Manager f 
Company in West End 
and varied work Crood 
and firet class shorthand typing ecesen 
tial Permanem perst Pive-day 
Write stating age, experience 
salary required to 


Box 7314 Ad. Weekly 


and = ex- 


Good 


progressive 
Good salary 
Weekly 


Adver- 
Manu- 
Adver- 
Promotion necessary 
have initiative 
ability. Details 
experience and 


of edu 
salary 


LETTERING = re- 
SAS 


Com- 
oppor 


Force 


Public 


specialised farming 
shire and Rutland Lib. com AP 
11d., 27 Sun Street, Hitchin. 


‘Phone your Classifieds 


Vacancy in London 


including 
avail- 


Weekly 180 Fleet Si C4 


Weekly 180 Fleet St BC4 


Send details 


180 Fleet St BC4 


clean 
retouching 
studio, 


180 Pleet St BC4 
With GOOD PROSPECTS 


and 


180 Fleet St PO4 


Printing 
Write for 
Personne! 


old -established 
Interesting 
education 


180 Pleet St BC4 
SPACE REPRESENTATIVE wanted for 


journal in Leicester - 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


JUNTOR 


PROGRESSIVE 


SECRETARIAL 


POSTER ADVERTISING 


RETIRED MANAGING 


SPRCTALIST IN 


CREATIVE ARTIST 
Versatile all-rounder — layout — figure — black 
and white and colour. Permanent and pro 
gressive position with good commencing 
salary in busy Provincial Agency. (1.P.A.) 
Send detoils of experience, age and salary 
freauired but no specimens in first place 


Box 7306 
Advertiser's Weekly 180 Fleet St EC4 


town euides, industrial handbooks 
mar year books, etc,, salary, expenses 
and = commission Car an advantage 


stating 
Box 7280 Ad 


experience to 

Weekly 180 Pleet St BCS 
SHORTHAND / TYPIST re 
quired for West End Sales Office of 
Advert's'ng Company Five-day week 
iwo weeks holiday this Salary 
according 1t caxpenenc Reply 

Box 7310 Ad. Weekly 180 FPieet St BC4 
TRADE JOURNAL re- 


year 


quires experienced man as Advertise 
ment Representative Knowledec of 
textiles and space selling desirable but 
not essential Must he capable of 


conducting interviews at Director level 
possess the necessary enthusiagn 
essential for a position of this nature 
This is a first-class opportunity to join 
4 rapidly expanding organisation pro- 
viding excellent prospects for advance 
ment. Write fully to 

Rox 7274 Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS WANTED 


“ HAND - PICKED” 


SECRETARIES, 
TYPISTS, Iclephonists and all other 
office staff The Wigmore Agency, 67 
Wiemore St., W.1 HUNter 9951/2/3 
AND OFFICE STAFF. 
efficient candidates for 
Consult Embassy Bureau, 
House, Whitcomb Street, 
WHlichall $924 


We introduce 
all vacancies 
Pxcel 
w.c2 
Situation § fe- 
Assistant in bill- 
agency Pully 


quired as Manager or 
posting company or 
experienced 

Box 7243 Ad. Weekly 180 Fieet St BC4 
DIRECTOR of 
Advertising Agency 


Prominent Indian 


and now a Newspaper Executive, widely 
travelled and shortly visiting this 
Country desir tt act as Adviser Ww 
Advertising Agents and Commercial 


Houses in General Advertising and Sales 
in India, Media selections, Pxport from 
and Import to India in Consumer and 
Capital Goods, Travel arrangements, 
etc., et Please write to 

Hox 7234 Ad. Weekly 180 Pieet Si PO4 


ENTERTAINMENT 


PRODUCTION including TY Excel- 
lent personality Advertising Agency 
film production cxperience, desires 
appointment in sphere of commercial 
V ‘ 
Box 7315 Ad. Weekly 180 Pileet St B04 
TTY ADVERTISEMENT REPRESEN. 
TATIVE, 47 experienced negotiator 
with top management, desires change 
of appommumnen displey of financial 
Quiet Sut forceful personality good 
Avency contacts; wide aciling experi- 
ence 
Box 7316 Ad. Weekly 180 Pleet St BC4 
SALES MANAGER of the foremost 
Company of ite kind in this country 
with experienc of really creative 
merchandising and modern sales tech- 
niques, seeks post of Marketing Pxecu- 
tive with prowressive Advertising 
Ayency 
Box 7317 Ad. Weekly 180 Fleet St BO4 


PXPERIENCED SPACE REPRESENTA- 


TIVE of 


7320 Ad 


proven ability 


Weekly 


desires chanuc 
180 Pleet St PC4 


SALES AND WANTS 


FOR SALE APROGRAPH 


MODEL Ff. 


Dre. Board 42 « 29, T-Square, etc 
Rox 7241 Ad. Weekly 180 Pleet St BO4 

JENNERS OF EDINBURGH offer tor 
ale : post-war assee le howcard 
printing machine inctuding shows sizes 
f display tym litte: used and in 
perfect condition inquirk hy letter 
© Advertising Department Jenner 
Princes Strex Edinburgh tid 


to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


—— 


TECHNICAL 
PHOTOGRAPHY 


and 
RETOUCHING 
GEORGE D. HARDING 
35 Shaws Road, Southport, Lancs 


in folders and brochures, seeks com- 

missions 

Rox 6935 Ad. Weekly 180 Pleer St BC 
FREF-LANCE LAYOUT AND TDEAS 

MAN wanted by Advertising Agency 

Good roughs essential, Write 

fox 7212 Ad. Weekly 180 Fleet St BCA 


AD. COPY, sales letters, etc., expert 
free lance invites enquiries 
Box 7256 Ad, Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


TRADE OR TECHINICAL, journal pro- 
prictors comtemplating retirement are 
invited by expanding publishers to offer 
outrteht sale or interest with view to 
future management Sawell Pubtica- 
tions Lid., Ludgate Circus, F.C4 

SPACE SALES. Representative residing 
Central London (own equipped office) 
giad w consider additional represent- 
ation Communications strictly con- 
fidential to 
Rox 7042 Ad. Weekly 180 Pleet St POM 

OLD ESTABLISHED, medium cred 
Registered Advertising Agents, chiefly 
technical accounts, have ample regular 
work available for Studio able to pro 
vide complete service, including roughs 
and “copy” finished artwork, retouch- 
ing and lettering. Write 
Box 7207 Ad. Weekly 180 Pieet St BO4 

ADVERTISEMENT CONTRACTORS. 
Have you joined your own Associa 
tion founded to further your profes- 
sional interests and encourage better 
business relationships? Enquiries to 
Hon. Sec, 68 Shaftesbury Avenuc, 
wi 


ACCOMMODATION 


FURNISHED OFFICER TO LET, wit- 
able for Typing Bureau, W.1. Two 
typewriters 3 desks, ete 3 am 
weekly. GEPRrard 8196 


Rox 7321 Ad 
BENCH SPACE 


Weekly 180 Pleet S PC4 
adjoining modern studio, 


Central Mayfair District, Light, Heat, 

Phone-~10s, per week inc, No restric- 

thonmes 

Rox 7261 Ad. Weekly 180 Pleet St BOs 
THREE LIGHT ROOMS TO LET, ax 

suite or singly. Please phone 

CHAncery %967 


MISCELLANEOUS 


ADVERTISING NOVELTIES. Neweparne: 
office requires advertising novelties for 
housewives and offices, to adverti« 
Classifieds Specimens and prices to 
Rox 7319 Ad. Weekly 180 Pleet St B04 


TENDERS 


HALIFAX PASSENGER 
TRANSPORT DEPARTMENT 


ADVERTISING RIGHTS-BUS STATION 


Tenders are invited for the sole 
advertising rights on platform 
shelter walls in the Bus Station 
Details of available spaces, con 
ditions, etc., may be obtained from 
the undersigned with whom arrange 
ments to view may be made 
Tenders in plain sealed envelopes 
endorsed “ ADVERTISING — BUS 
STATIONS” must be received by 
the Town Clerk, Town Hall, Halifax 
not later than the first post or 
Wednesday, 12th May, 1954 

R. Mackenzie, General Manager 
Skircoat Road, Halifax 
Telephone . Halifax 5985 


J==. 
| ba LK 
a | 
| a= 
| 


ADVERTISPR'S WEEKLY 


. Advertiser's 
Be Weekly oe 


§S/- (uverseas) 


STOP PRESS 


TV POLL 


(Continued from page 107) 


THtuRSDAY, Arrit 15, 1954 


1,159 ballot papers were issued; 
5S per cent returned. Association 
president, Norman Moore, said: 
‘Result is more or less what might 
be expected, considering very wide 
diversity of interest within the ad- 
vertising business which is repre- 
sented in the Association.” 


‘CUBE’ CAMPAIGN 
TAX CASE 


After five days of legal argument 
the House of Lords reserved judg- 
ment in the Crown's appeal in 
connection with costs of “Mr. 
Cube” campaign by Late and Lyle, 
lid., against proposed nationalisa- 
tion of sugar industry. 

the Crown appealed trom a tind- 
ing of the General Commissioners, 
upheld by Mir. Justice Harman and 
the majority of the Court of 
Appeal, that expenditure of £15,339 
incurred by the company in the 
campaign was an admissible deduc- 
tion from profits for the purpose 
ot calculating the company’s liabi- 
lity to income tax for the year 
1950-51. 


London Press Exchange Ltd, 
have been appointed agents for 


the wircratt and aircraft equipment 

At the hea rt of divisions of the English Electric 
Co. 

Campaign ser Rootes Group im- 


Industrial Management and the co gee gt 


itd. - 


herve centres of Commerce Robert A. Abraham hay been 


appointed a director of Leggett 
Nicholson & Partners Ltd. 


you will find Py 


elected to the board 


Cheque of £400 for N.A.B.S.. 

proceeds of competition at the Pub 

- licity Club of London Gala, was 

| H E ee roe Tl M ES handed to Leon Goodman, the 
Club's NABS) steward, by Lord 


Latham, at request of Club chair- 
man Harold Butler 


Review of Industry ee 


ver, “Chronicle and ke whe 

has been associated with commer- 

cial and advertisement departments 

First Wednesday of every month Price 1/- of Northampton newspapers for 
7 more than 40 years, has retired. 


first number of new monthly 


The Times .. ee Daily, Price 44 “Popular Golf” launched this week 
by Popular Sports Ltd. 48 pages 
The Times Lit Supplement — 44. -Every Friday, Price 64, The Times Britith Colonies Review ., Quart P td Is. 6d. Magazine is latest addition 
The Tim Vad nal Supplement... Every Friday, Price 4d. The Times Science Re an v0 tud to group of journals under same 
The Tunes ¥ iis nese Chania ate i ine Meitilies Movies 7 ‘ é management which includes “Box- 
: v , ing News.” “British Radio and 
Television.” and “Antique Dealer 

and Collectors Guide 

Published by the Proprietors, aes PUBLICATIONS Led., at their office at 180 Fleet Stree I nn LCA (Whone: Chance na44 


April 15 Printed in Pretand by Kelther Hudeon © Kearns | Via 
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